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WARNING 


= 


Ever Ready is the one and only en 
desk calendar with the “Keyhole Slot.’’ 
A patented feature which cannot be duplicated. 
It is exclusive with Ever Ready desk calendars. 
The “Keyhole Slot’ makes stub removal and 
refilling quick and easy. There’s no fussing around 












with long screws. There’s no need to take the plate 
assembly apart to discard old page stubs. 
A real advantage to your customer. ee 
Ever Ready — the desk calendar with the “Keyhole Slot” — 
will boost impulse sales. Increase your year-end profit. 
REMEMBER. If you want to give your customers the 

best in desk calendars, order Ever Ready. - Wh 
oh ori 

2 
: wit 
It takes only seconds to discard old page of fin 

x 
stubs with Ever Ready’s patented “Keyhole Slot.” “Tien 

2 
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as 
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1. Just ONE TURN of the screws unlocks the plate. 2. Lift plate. Simply push plate toward back of i 
With an Ever Ready you do not have to take the pad and lift off. | Ww 

screws completely out. & \ 

w 
le 





3. Remove stubs. Ever Ready pages cre drilled 4. Replace plate. Just drop plate over screw heads 5. Tighten screws. That's all. The job is done. 
and slitted so that they can be pulled out without and slip toward front of pad. 
removing screws. 
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You'll make extra sales with this introductory offer of 
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White & Wyckoff proudly presents a 
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brilliant series of Italian fold notes in a 





wide variety of styles, colors, 





finishes, with slim shaped 





envelopes lined in 











colorful contrasts. 








Dealers make regular 
mark-up and profit on this 
attractive combination offer. . 


A $2°° VALUE 


FOR $1.49 


A box of new Casuals banded 
together with a box of White & Wyckoff’s 
letter-writing prospects. ever-popular Autocrat Vellum, 


act NOW" 
This special offer i¢ for a limited time only! 


WHITE & WYCKOFF MFG. CO. 
DISTINCTIVE WRITING PAPERS 


HOLYOKE, MASSACHUSETTS 


ly . 30 ROCKEFELLER PLAZA 1536 MERCHANDISE MART 
EY New York Salesroom Chicago Salesroom 


: NATIONALLY ADVERTISED 
as new short notes for busy people, 
in hard-selling, large space ads in 
LADIES’ HOME JOURNAL and 
‘sapecoks HOME COMPANION 


with a readership of over 27 million 
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Your Best Buy’s | ] 
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2,162 words 


for 


* 
one cent 


15 ag LONER REET ERR 


§Ty actual rising tests $y New York : Yeni f aborstelte Inc.) MONCOL 
No, 2 pencils averaged 16,230 words per pencil, which at the retail p price 
of 72¢ is 2,162 words per penny. Large lots mean even more savings. 





Economy’s only one reason why Mongol is America’s preferred pencil! With Mongol, writing’s easier in every way 


Cheap Pencils Mongol writes blacker with less bearing - / Mongol alone has erasers, of “Pink 


down ... writers say it actually stimu- Pearl” quality. Soft, smooth, pliable 
lates flow of thoughts. Only Mongol has = “Pink Pearl’...America’s favorite 

MONGOL Complastic Lead...finer particles of ey! ) eraser. Cleans as it erases — and it 
graphite are tightly compressed for won't roughen the paper. 


smoother writing, longer wear. 
>» ,; 2 for 
Mongol needs less sharpening... the Mongol alone has the 
points don’t snap or crumble. Mongol’s new bull's eye degree 15¢ 
exclusive Woodclinching Process binds ‘ marking...for instant 
lead to wood for built-in strength. é degree identification. 
of the Rockies 


5 dccurate degrees of lead hardness for every use and every taste. The pencil with the strongest points in its favor is Mongol! 
Trademarks Reg. 


~_—— ) p ) R | | R ) f | K f l puts its quality wii 
1849 i y| | I | ] 1] in writing 


NEW YORK © TORONTO 
TEAR OUT THIS ADVERTISEMENT— WRITE IN ON YOUR COMPANY LETTERHEAD FOR A FREE SAMPLE 
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DEAR READER: 


_ As we have mentioned before, we 
fiece at MODERN STATIONER like to 
get around. We like to meet and talk 
with members of our reader family. 
It's wonderful what interesting topics 
A discussion which developed dur- 
ing just such a visit by one of our 


“staff with some of you readers was 


> basis for an article in this issue 


“that you won't want to miss. The 
article, entitled “Is Trend Toward 


‘Longer Store Hours?”, appears on 
ge 20 and reveals what stationery 


‘and office supply retailers are doing 
in connection with store hours nation- 


2 The article is typical of the mater- 


a 2 


we like most to use in MODERN 


“STATIONER. It is typical not so much 
“for its contents, but for its origin and 
“the manner in which it was prepared. 


started because several dealers, 
of our reader family, ex- 


MCMC) 


| pressed an interest in what others in 


» the field were doing. The. MODERN 


 SraTIONER staff, therefore, set out 
to find the answers which appear in 


"the story. A questionnaire was cir- 
culated to dealers across the nation and 


then tedious hours of analysis were 


~ put in to compiling the information. 
“It’s the type of material we like, be- 
cause it serves our reader. 


ce 
$ 


Another question that is frequently 
" discussed among dealers is the in- 
doctrination of new employees. An 


F effective system by which an employer 
can bring new personnel to top ef- 
@ . ficiency rapidly has long been recog- 


nized as a great cost saver. Such a 
system is presented in this issue on 


_ Page 26. 


A neatly-prepared and thorough 
booklet has proved a successful factor 
in reducing the supervisory problem 


. associated with new employees at the 


Miller's Book and Office Supply Com- 
pany, Atlanta, Ga. You'll be in- 
terested, we're sure, in reading about 


- The Editors 
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Money tells its own history on these 
distinctive business forms, a perfect 
record of all transactions. Beautifully 
lithographed on fine bond, for 
receipts, notes, statements and every 
business service. Some available 
with dealer's imprint on Individual 
forms and die stamped on cover in 
quantity orders. In demand with 
discriminating customers everywhere. 
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The budget for fiscal 1957 sent to Congress by President Eisenhower - 
has somewhat more than the usual amount of informed geuesses which all of 
the budgets submitted by an administration have. 








For the fiscal year starting July lst, the budget estimate shows a 
surplus of $400 million. However, the estimated revenues include an item 
of $350 million to come from increased postal rates. It is highly unlikely 
that Congress will vote to raise mail rates in an election year, so the 
best that could be expected from the budget guess is a surplus $50 million, 
which could be wiped out by price supports on a heavy wheat crop. 


On the other hand, the budget expects only $20.3 billion in corporation 
tax, the same as the 1956 fiscal year. Yet, the President's recent economic 
message predicts a continuing expansion of Gross llational Product. This 
would mean an increase in the revenue from the corporation tax. 


If the GiJP grew only half as much in the coming fiscal year as it has 
during fiscal 1956, the corporate tax revenue would bring in a good one 
billion dollars more than estimated in the President's budget message. 


The recent consent settlement of the Justice Department's anti-trust 
suit against International Business Machines, could result in their office 
machines being made available for sale through stationery stores. 








In return for the dropping of the suit by the government, IBM agreed 
to end its lease-only policy. Whether the company will open its own sales 
outlets or use established distribution circles is not yet apparent. 


Ten senators have joined in sponsoring a tax bill that would prove cf 
substantial benefit to many stationers. 








The proposal would practically reverse the present normal and surplus 
tax rates on corporate income. The effect would be to lower taxes for all 
corporations with a taxable income of $125,000 or less, but increase levies 
on those netting more than that figure. For firms earning $25,000 or less 
the tax savings would be in the neighborhood of 25 percent. 


Senator William Fulbright (D.-Ark.), who put in the bill for himself 
and the others, says the strategy will be to wait until the House takes its 
expected action of passing a bill to maintain the present 52 percent tax 
ceiling and then try to have the bill attached as an amendment. This is 
necessary because tax legislation can not be originated in the Senate. 





The outlook for the passage is dubious, although the idea has a good 
political appeal in that there are more votes tied up with small firms 
than with the larger ones. 


Rep. ioah Mason (R.-Ill.), a ranking member of the tax-writing House 
Ways and Means Committee, is pushing his own program which would provide 
radical changes in the present tax system, 








The proposal would put a ceiling of 25 percent on individual income 
and 1 aaah income taxes. To make up for the resultant loss of revenue, 
Rep. Mason wants to establish uniform manufacturers! excise of five percent 
on all products, except food and medicine. 


For a stationery store, the bill would work like this: 


The paper mill and typewriter manufacturer would add five percent to 
the amount paid by the first customer, a wholesaler, for example. The 
wholesaler would probably add the five percent to his cost and take his 
customary markup on it as well as other costs. The retailer would be 
likely to do the same. It is this pyramiding of the original flat five 
percent tax that is the chief objection to the Mason proposal. 


The Small Business Administration is making noise about liberalizing 
some of its regulations so small retailers will be able to get more loans, 
either directly or by means of a joint local bank-SRA operation. 








The latest idea seems to be that character of prospective borrower will 
be given more consideration, along with his stocks, accounts receivable 
and the like. 


SBA, however, has issued a number of statements over the past 18 months 
about what it was going to do in the field of distribution. So far, well 
over 90 percent of its loans and other business aids have gone to the small 

nufacturers, rather than distributors. 


The Baltimore transit strike added to the experience of the transit 
strike in the nation's capital last year fives a pretty 7 7000 idea of what 
downtown retailers can expect from a similar occurrence. _ 








Curing the first week or tw seneral retail business falls off as much 
as 48 percent, then gradually pheke to about 10 or 15 percent below average. 
Weighborhood stores show gains but a not equal to downtown losses. 


Downtown retailers figure they get L tO normal within two weeks 
after the settlement of a j 
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brings you 
a great 
new 


dictating-transcribing machine at a price 
that makes sense—Only *169°°!" 


“2-<way” Stenorette 


Here’s the dictating-transcribing equipment, every office, 
every business, every professional man—large and small 
—needs! And at less than half the price of comparable 
equipment of other leading makes! Never before has there 

nm a modern, low-cost machine that gives so much 
dictating and transcribing efficiency ... with such ease 
of operation. Now everyone can have the convenience 


and economy of the dictating equipment they’ve always 
wanted. 


FINEST DICTATING-TRANSCRIBING MACHINE AT 
ANY PRICE! New “2-Way” STENORETTE is the 
finest machine of its kind ever built ... proven by over 
200,000 users all over the world. Its quality stands up! 
Its operating expense is practically nil. (For instance, 
re-use the same recording tape over and over again 
indefinitely.) The magnetic tape reproduces sound with 
natural clarity. Here in a compact, portable dicta- 
ting-transcribing machine is real push-button efficiency. 
STENORETTE gives positive indexing, 30 minutes of 
recording, instantaneous playback, automatic error eraser 
and many more features! STENORETTE is backed by 
DeJUR’S 30 year reputation for precision electronic 
equipment of topmost quality! 


NEW SALES POLICY MAKES LOW PRICE POSSIBLE! 


STENORETTE is sold only through established franchised 
dealers. Buyers pay only for the machine and reliable 
retailer service. You don’t pay a cent for an expensive 
door-to-door sales setup. Se STENORETTE—with the 
most modern dictating machine features available. 


*F.E.T. EXTRA Transcribing accessories at a small additional 
charge. 


TO DEALERS: Your area may still be open for the valuable 


DeJUR STENORETTE franchise . . . write, wire, or phone for 
full details. 


You're Always Sure Witn | i UR 
e @ 


Long Island City, N. Y.; Chicago, Ill.; Beverly Hills, Calif. 
DeJUR Internationale, G.M.B.H., West Germany 
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Business Equipment Division 
DeJUR-AMSCO CORPORATION 
45-01 Northern Boulevard, 
Long Island City 1, New York. 


MAIL 
THIS 
COUPON 
TODAY 
FOR 
FULL 
DETAILS 


Dept. MS-3 


Gentlemen: 
Please send me complete information on the 
new DeJUR “2-Way” STENORETTE. 


NAME TITLE 
COMPANY. 


ADDRESS. 











City ZONE STATE 
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1956 Decalendar 
Palm, Fechteler & Company, designers and manufacturers of 
decals, announced the availability of their new 1956 decalendar. 
The free offering of the decalcomania is now an established 
yearly custom of the firm. In addition to the 12 month calendar, 
there is a hand decimal equivalents table. The decals may be 
obtained from the firm at 85 Maple Street, Weehawken, N. J. 


Rubber Band Display 


> & The Alliance Rubber 
4 Company, 69 West Wash- 
ington Boulevard, Chicago, 
has announced a new re- 
tail carton display to stim- 
ulate an increase in the 
consumer sale of rubber 
bands. 

The new display carton 
holds one pound box of 
oe Arco bands and has actual 
drawings of 14 different varieties of stationery rubber bands. 
One display will be included with each shipment of 12 one 
pound boxes. 






Calories Guide 

Dial-A-Diet, a new type of 
pocket-size calories guide is being 
marketed by Creative Specialties, 
Inc., 286 Fifth Avenue, New 
York City. 

Brightly printed in four colors, 
the chart shows at a glance the 
caloric value of more than 190 
foods, alphabetically arranged and 
color-keyed according to high, 
low and medium values. 


“Covers-All” 


The Ideal Stencil Machine 
Company, Belleville, Ill., has 


developed a new product 
named “‘Covers-All’’ which is 
designed to completely cover 
any marking or printing on 
corrugated cartons, fibre con- 
tainers and drums of all kinds. 

The product dries in less 
than five minutes and is water 
soluble. It dries to a smooth, 





color-blending, waterproof finish. 


“Casual” Notes 

White & Wyckoff Manufacturing Company, Holyoke, Mass., 
have announced a series of Italian fold notes in a wide variety of 
styles, colors, finishes, with slim shaped envelope lines in color- 
ful contrasts. 

Known as “Casuals”, the notes are banded together with a 
box of Autocrat Vellum and this $2 value is being offered for 
$1.49 for a limited time only. 


10 








Hand Cleaner 


A new all-purpose hand 
cleaner for the office has been 
announced by Columbia Rib- 
bon & Carbon Manufacturing 
Company, 250 Herb Hill 
Road, Glen Cove, Long _Is- 
land, N. Y. 

Named “Clean Hands’, the 
product is shipped in its own 
free display carton. The unit 
contains twelve 8-ounce 
squeeze bottles that removes 
practically every office stain, 
including water soluble inks. 





New Tie-Tie Line 


The Chicago Printed 
String Company, 2300 
Logan Boulevard, Chicago, 
announced a new gift tying 
ribbon in raised printed 
form known as_ Tie-Tie 
“Taglio” Satintone. 

The ribbon has a series 
of raised printed designs 
on ¥% inch and 1% inch 
Satintone. Six designs are available in silver, gold, white and 
black. Nine Everyday designs have also been added to the firm's 
line of candy stripe Satintone. 

Among the firm’s new merchandised put-ups are 59 cent 
continous roll papers and packaged “Stick-on-Bows”. The com- 
pany has also announced the availability of 90 new paper designs 
in more than 120 colorings. 





New Sales Bar 


To facilitate sales, Montag Broth- 
ers, Inc., 245 North Highland Ave- 
nue N. E. Atlanta, Ga., has designed 
a new sales bar to hold a wide 
variety of Lap Letters and Shorties 
notes. 

The sales bar is two feet long, and 
one and a half feet high. It has a 
wood finish, 


so 


Typewriter Type Cleaner 
2 ‘ a ae 3 


Lansdale Products 
Corporation, Box 
568, Lansdale, Pa., 
has taken over the 
manufacture of the 
original Lowston 
Dee-R-Tee Ty pe- 
writer type cleaner. 

The Dee-R-Tee 
comes in two sizes; 

' No. 1 for all type 
writers except Royals and No. 2 double thickness for Royals. 
The cleaning is achieved by light strokes over the type faces. 
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Chicago, | | LOOSE-LEAF 
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inted : 
Tie Tie " | |. 4 COVERS 


* series 
designs - 
\% inch \ | America's Fastest-Selling 


lite and 


e firm's Binders 


59 cent 
he com- 


designs A quick glance at the records after 
stocking Duo-Tang will show you 
they are always on the move. 


Then, take a look at the figures 
showing likes and demands. You 
will find that Duo-Tang is the ac- 
cepted loose-leaf cover... the 
binder your customers want for 
binding Briefs, Price Lists, Cata- 
logs and many other types of 


, : , 
Products THE ORIGINAL LOOSE-LEAF material. Don’t delay! Get your 


, Box COVER WITH BUILT-IN share of this business. 
ale, Pa, FASTENERS 


over the 
» of the 
Lowston 
Type- 
cleaner. 
ee-R-Tee 
VO SIZES; 
all type- 
Royals. 
ces. 
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exciting 


black 
panther 


by KEM Plastic Playing Cards 








“Black Panther’ 
Display material 

to suit your needs 
available on request. 





Wy 


This sleek black beauty is dramatically 
portrayed in its natural surroundings 
against backgrounds of vivid red and 
brilliant blue. BLACK PANTHER is avail- 
able in Bridge and Pinochle Sets. 


PUT NEW LIFE IN YOUR STOCK 
include BLACK PANTHER with every order 





Send your orders for IMMEDIATE SHIPMENT 


KEM PLASTIC PLAYING CARDS, INC. 
595 Madison Avenue, New York 22, N. Y. 











NEW PRODUCTS . 


File Folder Labels 





, 2 & © » © © 0 * O42 


A new file folde 
label has been ig 
troduced by the 
Avery Adhesive 
Label Corporation, 
Monrovia, Calif, 

The new labels 
are pressure-sensi 
tive and require no 
moistening. They 


are applied in easy-to-type sheet form. 


Paper-Mate Display 


Paper-Mate, Inc., 8790 Hays Avenue, 
Culver City, Calif., has come out with 
a combined counter display featuring 
the Tu-Tone and Capri pens as well as 


Paper-Mate refills. 


Slot Machine Rummy 


Bake 


box of 100 plastic chips include 


Country Cousin Easter Line 


Smartly colored paper stocks 


traditional spring shades combine with 
brilliant hand-screened color in Country 


Cousins Easter line for 1956. 


A free sample portfolio is available 
upon request to Country Cousin, Lake 


Placid, N. Y. 


Show Card Colors 


A new card game which is 
called “Slot Machine Rummy” 
has been announced by Oelrich 
Games & Novelties, 4308 Mil- 
waukee Avenue, Chicago 41. 

The set consists of a deck of 
68 cards bearing the various slot 
machine symbols and a card and 
jackpot tray. The tray is red 
plastic and contains a compart 
ment for poker chips and separ 
ate sections for face down and 
face up cards as in regular 
rummy. The cards and tray re 
tail for $1.95. The price with a 


d is $2.90. 


in the 


Newly formulated Craftint-Devoe show card colors for com 


mercial artists, poster designers 


and display draftsmen are being 


offered by the Craftint Manufacturing Company, 1615 Collamet 


Avenue, Cleveland. 


The 44 colors are available in two-ounce, half pint, pint 


quart and gallon jars. 
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(Continued on page 48) 
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Get volume 
that’s self-multiplying with 
Eaton’s Open Stock Letter Papers 


No other line of stationery builds year-round 
volume so consistently with so little effort on 
your part. The sales program behind Eaton’s 
Open Stock Letter Papers is self-generating from 
start to finish. 

Demand is created by Eaton’s powerful, con- 
tinuing national consumer advertising on Open 
Stock. This spring, full color ads appear in 
February Ladies’ Home Journal and National 
Geographic, February 15th Vogue and February 
25th New Yorker. 








Consumer demand is automatically channeled 
to you when your own newspaper advertising 
identifies you as headquarters for Eaton’s Open 
Stock. (Be sure you’ve requested the mats for 
your retail advertising from Eaton’s Open Stock 
Mat Service for Spring 1956.) 

Response is translated into sales action as 
soon as customers see your Open Stock numbers 
displayed in Eaton’s special self-service unit. 
And, from this point on, repeat business is auto- 
matic, pyramiding your year-round volume. 








befits 


F-100 Open Stock Display Unit. Occupies only 4 feet 
of space, aligns with standard counters and show 
cases. On-display stock: up to 168 boxes of Open 
Stock paper (8 each of 21 different items) plus 21 
boxes of matching Open Stock envelopes. Total 
capacity, including reserve stock in rear of unit, 
342 boxes of paper, 570 packages of envelopes. 


EATON'S 


FINE LETTER PAPERS 


EATON 


PAPER 


erTON's 


CORPORATION Cd) PITTSFIELD, 
“ermen 


MASSACHUSETTS 
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f you are expecting new machines 

and automation to bring relief from 
the shortage of qualified workers, 
you're in for a real disappointment. 

The problem is likely to be a per- 
manent factor in business that we 
have to face and solve as best we can. 
A recent nationwide survey conducted 
by the Philadelphia Drexel Institute 
for the National Office Management 
Association established this factor 
very firmly. We must individually 
take steps to combat the problem. 

For those of you who are interested 
in the conclusions of the survey, it 
was determined that the shortages will 
continue to exist and may even get 
worse. Apparently business’ demand 
for high school diplomas has office 
help starting work later, and early 
marriages and the high birth rate 
have female workers quitting sooner. 

Couple with the shortage the fact 
that salaries have been reported 3.6 
percent higher than a year ago for 
this group of workers and you have 
a very sizeable problem. 

Various organizations, including the 
National Office Management Associa- 
tion, have started campaigns to stir up 
interest in the problem and to em- 
phasize the attractive points of office 
work. Their action, of course, will 
help, but it will not solve the basic 
problem. The solution rests with us 
as employers. And, it’s the kind of 
problem you can’t ignore. Neither can 
you dodge it. It must be faced. 

You can whittle your inventory to 
its absolute optimum level. You can 
stimulate your sales force to supreme 
productivity, and you can exercise the 
tightest possible controls on your cost. 
But, you won't achieve the total ef- 
fectiveness that is necessary to meet 
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the challenge of sagging profit mar- 
gins unless your office force is like- 
wise efficient. 

To meet the current shortage of 
qualified office help and face the 
prospect of a long period of operation 
with this type of employee, it appears 
to me that more attention needs to be 
focussed by the dealer on the training 
of his personnel and on the policies 
of the organization which affect the 
feeling and contentment of that 
worker. 

Many dealers in the stationery and 
office equipment field have overlooked 
the importance of a well-planned, 
properly-conducted training program. 
If you number among them, you 
would do well to consider such a 
program an essential in your move to 
overcome the problem of poorly 
qualified help. 

Too frequently a ‘show ‘em around 
and show ’em their job’ gesture con- 
stitutes the stationer’s training pro- 
gram. There is no planning and be- 
cause there is none, the endeavor fails 
in several ways. 

Without planning, vital questions 
of a new employee go unanswered. 
Answers that are provided are not 
clearly understood because they are — 
in many cases — given out of the 
normal thought sequence of the new 
employee and presented in no logical 
order. Time is lost in the original 
presentation, and time is lost in the 
additional queries that follow. 

The unanswered — or partially 
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answered — questions also leave the 
new employee feeling vastly insecure, 
and consequently slower to learn and 
to grasp responsibility. 

A planned training program, I feel, 
is vital in meeting the challenge of the 
shortage of qualified office workers 
as well as in achieving best utilization 
of other workers. An unplanned at- 
tempt at training not only does little 
good, but frequently hinders the de- 
velopment of new personnel. 

Realizing the importance of ef- 
fective training MODERN STATIONER 
is presenting in this issue an article 
on what one dealer has done to speed 
his new employees to peak efficiency. 
You'll want to read the story begin- 
ning on Page 26, entitled: ‘Booklet 
Speeds Employee Indoctrination.” 

In connection with the maintenance 
of a low personnel turnover through 
“human relations” in management, a 
recent survey of employees on what 
characteristics are essential in good 
bosses showed “fairness” as one of 
the most frequently recorded traits. 
Certainly a fair attitude and a fair 
look at the employee benefits you 
offer is another good point to consider 
in aggressively meeting the shortage ot 
qualified help. 

More effective training of new per- 
sonnel and a good long look at what 
you are offering your personnel won't 
solve the shortage of qualified office 
help, but it will lessen its effect on 
the efficiency of your operation and on 
your profit picture. 
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AX SAVINGS fostat 


Here is a second article on tax savings. The first was directed 


to salesmen. This presents suggestions to dealers on 


how to cut their tax bill. Information for this article 


supplied by the American 


Don't Overpay your tax! 


The internal revenue laws don't dictate 
your tax payments. You have choices in the 
treatment of many items on your return, and 
by knowing the tax effect of these choices 
you may be able to reduce your tax burden. 
By legitimate shifts of income or deduc- 
tions from one year to the other or proper 
treatment of items like depreciation and re- 
search the businessman can profit. Consider 
the following discussions of some of the 
items where choices are involved. They may 
well be helpful. 


Choice of Depreciation Method 
One tax-saving step is the proper choice of 
depreciation method. The first step is to 
determine the estimated useful life of any 
asset acquired during the tax year. Every 
businessman should have a copy of “Bul- 
letin F,” which contains tables of ‘“‘average”’ 
useful lives. The tables provide a guide, but 
it is not necessary to follow them exactly. 

The simplest method is straight-line de- 
preciation. It may also be the best in your 
particular case. Just divide the cost (less what 
you expect to sell it or trade it in for when 
it is replaced) by the number of years of 
estimated useful life, and this is the amount 
to be deducted each year. In arriving at the 
original cost, don’t forget to include freight 
and installation charges in addition to the 
price paid for the equipment. 

The law now specifically permits several 


other methods of depreciation for new 


assets having a useful life of three years or 


Institute of Accountants 


more. One of them is known as the declining 
balance method. In the first year the de- 
preciation rate is twice what it would be 
under the straight-line method. The next 
year the same rate is applied to the amount 
remaining to be depreciated. This process is 
repeated each year. 

The result is that a greater proportion of 
the cost is depreciated during the early years 
of the life of the asset. 

Another new method, known as “sum of 
the years’ digits,” has a similar effect. You 
should figure depreciation on a new asset 
in all possible ways so that you can decide 
which is best for you and make the proper 
choice. 

These methods of rapid depreciation may 
be particularly helpful to a company which 
is currently making large outlays for new 
equipment, but the depreciation left for the 
later years of the asset's life will be less than 
under the straight-line method. The best 
method depends upon the circumstances of 
the individual company, and is also affected 
by such imponderables as estimates of future 
earnings and tax rates during the life of the 
asset. 


Research and Development 

Another choice confronting the taxpayer is 
whether to treat research and development 
costs as immediately deductible expenses or to 
amortize them over a period of years. The 
immediate deduction is certainly a “bird in 
the hand” and may be very attractive to a 
company which needs this tax benefit to 
help finance the undertaking. 
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The company which can afford to spread 
the cost over the estimated useful life (or at 
least 60 months if the useful life cannot 
be determined) may find it best to do so. 


Being Taxed as a Corporation 

There is a provision in the 1954 Internal 
Revenue Code which allows some proprietor- 
ships and partnerships to be taxed as if they 
were corporations. This choice should not be 
taken lightly. There is considerable uncer- 
tainty about the provisions and the proprie- 
torship or partnership desiring corporate tax 
treatment might find it better actually to 
incorporate. 


Choice of Fiscal Year 

Regulations now permit changes of fiscal 
year in some cases without permission of the 
Treasury Department. Generally it is wise to 
use the fiscal year which corresponds most 
nearly with the annual cycle of business 
operations, ending at the low point of receiv- 
ables, inventories and loans, instead of a 
calendar year. This reduces the area of pos- 
sible dispute over such matters as value of 
inventories, and has many advantages apart 
from tax considerations. The change should 
be carefully timed, though, to avoid pos- 
sible adverse tax effects during the change- 
over period. 


Sickness and Accident Benefits 

Under the present tax law, payments from 
your company to employees for treatment of 
sickness or injury are not taxed as income of 
the employees. If the company has a plan for 
continuing all or part of an employee's pay 
while he is absent for sickness or injury, lim- 
ited amounts of this “sick pay” are also tax 
exempt. 

This applies whether the payments are 
made by the company or by an insurance 
company. In the case of a sickness requiring 
hospitalization even for one day during the 
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course of the illness, or in the case of any 
injury, the first $100 per week of payments 
are tax free. In the case of sickness which 
does not require as much as a day’s hospital- 
ization, the exemption begins after the first 
week of absence. 

No great formality is required concerning 
the “plan” but it should be explained to em- 
ployees, and appropriate records kept of the 
amounts paid. Proposed regulations govern- 
ing tax withholding in 1956 from payments 
to ill employees were still under discussion 
when this article was prepared. 


Repairs and Improvements 

If you contract for repairs and improve- 
ments to your business property, be sure 
that these two types of work are billed 
separately. Should you lump them together, 
you may find that the entire cost has to be 
capitalized for future depreciation. By listing 
the cost of repairs as a separate item you 
are allowed to deduct it as an expense of the 
current year. 

For example, you might have a furnace re- 
paired and new radiators added. By separat- 
ing the charges you can deduct the cost of the 
repairs in the current year, although the new 
radiators would be improvements subject to 
depreciation during their useful life. 


Keeping Good Records 

Many deductions are lost through failure 
to keep adequate business records. Be sure 
that you have good records to show you what 
deductible expenses you have had, and to 
back up your deductions. This applies par- 
ticularly to your out-of-pocket business ex- 
penses, such as travel and entertainment of 
customers, and to items which are deductible 
on your personal income tax return. 

Good records and properly qualified pro- 
fessional tax assistance — at tax-filing time 
and throughout the year — are the keys to 
income tax savings. 














WORDS 


tools of 
salesmanship 


T he words your salesmen use will 
make considerable difference in 
their selling effectiveness. 

Words and how they are put to- 
gether will determine whether or not 
a prospect is made to feel and think 
the way the salesman wants him to. 
The right word can capture a sale; 
the wrong word—even a little one,— 
can lose a sale. Words have power. 
They are so powerful that frequently 
a few words turn the trick. A few 
well-chosen words can gain better ac- 
ceptance at times than more talk. 
This is why words are important to 
your salesman. 

Here are suggested instructions to 
your sales personnel which will pro- 
duce more effective selling. 


Avoid Questionable Words! 

Some very successful salesmen use 
considerable profanity throughout 
their presentation. Are these sales- 
men successful because of profanity 
or in spite of it? Most buyers would 
answer, ‘In spite of their profanity.” 


aa aa 





yes’ and 


The use of profanity is dangerous. 
A salesman can never be certain 
whether or not a buyer will be of- 
fended. Most buyers, though—not 
intellectual prudes, will be affected 
somewhat adversely by the use of 
too much slang. As one put it, 
“Slang in speech resembles salt in 
food. It is a good seasoning, but 
a poor meal.” 


Watch Your Grammar! 

Very few buyers are so critical to 
be concerned if a salesman splits an 
infinitive. There are buyers, how- 
ever, who evaluate a salesman on the 
basis of his grammar. Therefore, a 
salesman isn’t going to lose any sales 
if he makes certain he avoids the use 
of “who” for “whom,” “between 
you and I” for “between you and 
me,’ “don’t” for doesn’t,” “off of” 
for “‘off,’ “could of” for ‘could 
have,” and “on” for “upon,” “some” 
for ‘‘somewhat,”’ and “claim” for 
“maintain.” Double negatives such 
as “It doesn’t do nothing” or “It 


The use of the right words by your 
salesmen can make the difference between 
‘no. Here is an analysis of the 


right and wrong words for your sales force 


to use in talking with customers 


Sy C. £. “Chuck” Lapp, Ph. D. 


Consulting Editor 
MODERN STATIONER 


isn’t no good” should be eliminated 
from your sales conversations. 


Avoid Overworking Transition 
Words! 

Little words or sounds used for 
lapses in thought or transition in 
conversation, while you think of 
what you are going to say, become 
a habit which detracts rather than 
adds to the impression made on a 
buyer. Interjections such as “and,’ 
“er,” “eh,” “ah,” and “ha” will irri- 
tate many listeners. A buyer may be. 
come more conscious of the sales. 
man’s coming interjections than the 
ideal to be conveyed in his sales pro- 
position. Such expressions as “Say!” 


“Listen!,” “Okay!,” “You bet!,’ 
“And so forth!,” ‘See, see!,” “Do 
you get me?,” “Yeah!,” “In other 


words!,” and “However,” ‘Well,” 
and “Furthermore” may take the 
sales punch out of an otherwise ex- 
cellently phrased selling point also. 


Select Colorful Adjectives! 

Such adjectives as “swell,” “good,” 
“the best,” “the finest,” “‘terrific,” 
“marvelous,” “‘greatest,”’ ‘“‘first-rate,” 
“better,” and “superior” have been 
overworked to such extent that they 
now have very little, if any, selling 
power. An adjective such as “gen. 
uine’’ once may have had appeal. 
Now that so many items are so fre- 
quently referred to as being “‘gen- 
uine,” some other designation has a 
greater influence on the buyer. If you 
want to improve your sales punch 
with “power” words, look through 
your issues of MODERN STATIONER, 
which contain many descriptive 
words that will have a high impres- 
sion index on the buyer. 

In addition to technical words, for 
your sales presentation you will find 
words such as: Exacting, ideally 
suited, unique, personalized, preci- 
sioned, gay, top grain, automatic, 
ensemble, duplicate, pinless, match- 
ed, prestige, all-purpose, adjustable, 
interlocking, and adaptable. 

Replace too general and overwork- 
ed words with specific idea-produc- 
ing words. If you regularly scan the 
advertising and promotional mater- 
ial of your suppliers you will pro- 
bably find many new appealing ad- 
jectives to use. Your manufacturers 
and suppliers are always coming up 
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with phrases and slogans which will 
get attention if repeated while cur- 
rent. By leading off an interview 
with one of these attention-getting 
phrases, then you can build your 
sales story around the phrase or 
theme chosen. 


Refrain From Overworking 
Certain Words! 

Buyers expect every salesman to 
call their proposition a “deal,” a 
“promotion,” a “special,” a “special- 
ty,” or an “innovation.” Refrain 
from overworking such designations 
and you may find that buyers are 
pleasantly surprised. A buyer not 
long ago related that he was impress- 
ed when a salesman admitted he was 
wrong by saying, “I pulled a bloop- 
er,” but after having bloopered at 
least ten times in less than fifteen 
minutes the buyer related that he had 
more than enough of “blooper” for 
awhile. 

Another buyer told of a salesman 
who always greeted him with the 
opening phrase, “I have a proposi- 
tion that fits you like a glove.” 

A word like “impact” is a good 
word, but don’t use it again and 
again for it will then have no im- 
pact. Still other words, such as “gim- 
mick,” may not only become over- 
worked, but have a bad connotation 
placed on them by some buyers. For 
example, the word “gimmick”’ is in- 
terpreted by some to indicate trick- 
ery, deceit or fraud. There is usually 
magic in a buyer's name, but don’t 
use the name approach so frequently 
that the technique becomes obvious 
to the buyer. 


Use Action Verbs! 

If you will select a number of 
action verbs and phrases, such as: 
Look, Do It Yourself, Use It, Feel 
It, Watch This Move, Notice This 
Difference, Try It, See the Texture, 
Note the Strength, and Put It Over 
There, you will find them effective 
in holding a buyer’s interest. These, 
too, should be used appropriately 
and with discretion for they also can 
be overworked. 


Use Words A Buyer Likes To Hear! 

Most buyers would prefer to hear 
more “you's” and less “I's”. Words 
and phrases such as “profit,” “‘turn- 
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over,’ “return on investment,” “pro- 
duct features,” “buyer appeal,” ‘‘time- 
saving,” “money-producing,” ‘‘space- 


saving” and “cost reducing” still 
sound good to a significant number 
of buyers. Buyers are looking for 
ideas. Therefore, emphasize expres- 
sions such as, “Here is an_ idea,” 
“This merchandising program,” 
“This will be profit producing be- 
cause ....,” or “You can avoid ad- 
justments and complaints by .... ” 


Avoid Technical Words Not 
Understood By A Buyer! 

A salesman must make certain the 
words he uses are understood by a 
buyer. Many salesmen confuse rather 
than clarify their sales proposition 
through the use of technical words 
not understood by the buyer. The 
failure to use technical words with 
buyers who know the language of 
the stationery and office supply busi- 
ness can be just as detrimental. A 
salesman must adjust his choice of 
words to the prospect before him. 
The art of plain talk is a real skill 
— a skill that builds sales. 


Watch The Words Used By 
The Buyer! 

Remember the words used by a 
buyer even if you have to jot them 
down for recall. Make reference to 
his words and thoughts on some later 
call. Some buyers will be elated that 
you placed enough importance on 
his viewpoint to recall his words. 


You Can’t Always Believe The 
Words of The Buyer! 

The meaning of words, phrases 
and sentences used by many buyers 
are not always self-evident. When a 
buyer says “‘no’’, does he really mean 
“no” or is he asking for more infor- 
mation. A buyer may say “yes” and 
really not mean it. A few buyers feel 
it is easier to say “yes” and later 
cancel an order than it is to say ‘‘no”’ 
to a salesman. It is routine with 
many buyers to use standard brush- 
offs which salesmen must detect as 
such and then keep on selling. 


Stop Using Time-Worn Cliches! 

Whenever any phrase or word be- 
comes so commonplace that every 
salesman is using it, drop it from 
your sales presentation. The use of 


some phrases will quickly identify 
you as another high pressure sales- 
man. Such phrases as, “yes, but,” “I 
am certainly glad you brought that 
up,” and “A person as intelligent 
as you will no doubt recognize’ have 
been used so long and by so many 
salesmen that they have lost their 
punch. Even the phrase, “May I 
suggest,” may have been overworked 
to the extent that it no longer assists 
in making a sale. 


Little Words Make The Difference! 

From your opening remarks to 
your closing statements little words 
can make a big difference. If you 
open with “I just wanted to... .,” 
the word “just’’ has already made 
your call somewhat less important. 
This is not to be construed to mean 
the word “just” is not to be used. 
In a different context the word 
“just” may be used helpfully. For 
example, in a statement “Just buy 
twenty sheets or two dozen’, the 
use of “just” has made it easier for 
the buyer to buy. 

A salesman becomes confidential 
and says, ‘I am going to tell you the 
‘truth’.” What is the reaction of the 
buyer? The buyer wonders what this 
salesman has been doing prior to this 
confession. 

One word, “why” you may often 
find is the most effective answer to 
an objection or a complaint. Repeat- 
ing an objection of a buyer in his 
own words with a slight questioning 
inflection may handle more quickly 
some difficult buyers than any other 
technique. 

Referring to a product as “cheap” 
will influence a buyer’s decision. No 
one likes to buy anything “cheap.” 
The impact on a buyer is quite dif- 
ferent depending upon whether you 
say, “When you buy such and such,” 
or you say, “If you buy such and 
such!” 

Probably no other type of busi- 
nessman stands to gain as much from 
word study as a salesman. A sales- 
man works on the minds of buyers. 
So as Kipling says, “Use words that 
become alive and walk up and down 
in the hearts of the hearers.” 

Therefore, try not thinking so 
much about what you want to say 
and more about what the bnyer 
wants to hear. 
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Nation-wide survey 

of dealers reflects 

concern over possibility of having to 
lengthen hours of operation. Only one 
in four stores currently working 


strictly day-time hours 


- the current trend in the stationery and office equip- 
ment field toward longer store hours? 

A recently conducted nation-wide survey of dealers 
in the industry established that considerable concern 
over the possibility of “being forced” to lengthier hours 
has developed among numerous stationers. The concern 
stated by various dealers poised the above question and 
indicated that such a trend exists. 

Although the survey figures do not provide an 
answer as to whether or not there is currently a trend 
toward longer store hours in the field, they do establish 
that three out of every four stationery stores are cur- 
rently remaining open during evening hours at least 
once weekly. Whether these hours were established 
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recently enough to be considered part of a trend was not 
indicated by the survey. 

Morris Sanford of Morris Sanford Company, Cedar 
Rapids, Ia., pretty well stated the cited concern in his 
questionnaire. He wrote: “The rapid growth of subur. 
ban shopping centers, ‘cut rate’ drug stores, super mar- 
kets, highway furniture stores, etc., leads us to seriously 
consider extending our open hours.” 

The influence of shopping centers was frequently 
mentioned in the survey responses. 


Evening Hours Widespread 

Whether such a trend toward longer hours exists 
or not, stationery stores are remaining open during 
evening hours fairly universally. Particularly this is 
true in the East and Midwest. Southern and western 
dealers have not, according to survey figures, gone to 
evening hours as much as their eastern and midwestern 
colleagues. 

Whereas only 27 percent of all reporting dealers 
are not observing evening hours, among southern and 
western stationers a fraction more than 50 percent of 
these reporting are maintaining only daytime hours. 

Other regional differences in store hours were re- 
corded by the survey. The popularity of Monday eve- 
ning hours is almost exclusive with the Midwest, for 
instance, and the use of Thursday evenings is far more 
popular in the East than elsewhere. Western evening 
hours tend toward Fridays, while southern “late hours” 
seem to favor Saturday. 

Some district trends within the general regional 
designations are also noted in the survey. For example, 
one group of dealers is open from late Monday morn- 
ing (around noon) until late that evening. This practice 
is reported, however, only by dealers in Ohio, Michigan, 
Illinois and Iowa. 


Wide Application 

There are some patterns of store hours which seem, 
according to the survey, to apply to all areas. Tuesday 
is mot used by any of the reporting dealers for night 
activity, and, except in the South, Friday evening seems 
the most popular. The only period that threatens Fri- 
day’s popularity is Monday evening in the Midwest. 

Other questions associated with the subject besides 
those dealing with actual opening and closing hours 
were asked in the MODERN STATIONER survey, and in- 
teresting and informative answers were received. 

It was asked why the regular hours and weekly or 
periodic exceptions had been established. A tremendous 
majority cited agreements with other merchants in their 
shopping area, city or street, agreements among Chamber 
of Commerce members or agreements among members 
of retail bureaus. Others, however, produced reasons 
for independent decisions. 

Charles I. Coleman of Charles I. Coleman Company, 
Springfield, Ill. has established the hours of his store 
for the convenience of the state employees from the 
nearby state office buildings. The Sioux City Stationery 
Company of Sioux City, Ia. has long hours to allow 
time for office machine service before and after regular 
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office hours. At Bethlehem, Pa. the Lehigh University 
Supply Bureau has its hours established for convenience 
of college students, while Mercury Stationers and Print- 
ers of Anaheim, Calif. and the Frazier Greeting Card 
Company of Providence, R. I. list the customary earlier 
morning buying of their specialties as reasons. The 
former maintains commercial stationery buyers shop 
early, while the latter states that greeting card selling 
is best in the early hours. 

Others list “convenience of the customer’, ‘“‘traffic 
heaviest”, “years of experimentation” and many other 
reasons for the establishment of their store hours. 


Special Observances 

A variety of special observances, festivities and oc- 
currences were named by dealers in response to a survey 
question about regular changes they make in store hours 
annually because of these activities, holidays, etc. A 
total of 68 percent of the reporting stores listed store 
hour adjustments at Christmas time, and a surprising 
24 percent reported annual switches to some type of 
summer hours. 

An insignificant number reported adjustment of 
hours for all holidays, but many listed specific ones. Fre- 
quently mentioned were evening hours for Easter Week, 
nights preceding Father's Day, Mother’s Day and Val- 
entine’s Day and special promotion days. 

More specific localized items were also listed. Schatz 
Stationery Store in Albany, N. Y. has a special closing 
hour annually for the Tulip Festival. One Saturday each 
year the Lehigh University Supply Company is open 
Saturday afternoon to observe Alumni Day at that 
school. Opening day at Marquette University finds the 
LaTona Office Supply Company in Milwaukee, Wis. 
open for its only evening hours of the year, and the 
same applies to the Syracuse University Book Store in 
Syracuse, N. Y. 


Use Many Ad Media 

All available sources of advertising were listed in 
response to a question about how customers were notified 
of changes in store hours. Newspaper advertising, in- 
cluding group advertisements, was mentioned by nearly 
90 percent of those concerned with announcing changes, 
but one or more of the other advertising media—direct 
mail, radio and TV, and store and window signs—were 
named in addition by most dealers. 

There was no discernible pattern of dealer opinion 
on how long in advance changes should be advertised. 
Opinions ran from “two to three days” to “at least a 
month.” A total of 41 percent of those reporting on 
this question stated that about one week was sufficient 
time, while 20 percent favored two weeks and another 
20 percent three weeks. 

Another question associated with store hours which 
was touched on by the survey was the matter of con- 
trolling the arrival and departure of employees on the 
designated hours. A startling number of dealers report- 
ed no system for checking adherence to store hours by 
employees. A total of 46 percent fit in this category. 

Of the remainder, 37 percent reported a system of 
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supervisory checks or time cards, time sheets, time regis- 
ters or time charts on which manual entries are made. 
Time clocks are employed by 17 percent of the reporting 
stores. 

Of particular interest in connection with this sub- 
ject is the system used by Johnson’s Book Store in 
Springfield, Mass. A time clock along with a bonus 
system fosters punctuality for this stationery store. Each 
employee is credited with one hour’s pay each week 
that he is not tardy or absent. The program applies to 
part-time employees as well as regulars. 





“Rollaway’’ Window Floor 
Facilitates Display 








The time-consuming problem of trimming 
large display windows with many small items 
was recently solved during a remodeling of the 
Clark Office Supply Company in Phoenix, Ariz. 
To achieve good display without “wasting” time 
a heavy plywood window floor was constructed 
and placed on casters. It can be pulled away 
from the window for arranging displays, and then 
conveniently pushed back into place. The “hop- 
ping back and forth from the window to the 
front of the store ‘to see how it looks’”’ is stop- 
ped, and displays are vastly improved. Shown 
here Leighton Cress, sales manager, demonstrates 
the operation of the “rollaway” window floor. 
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Shown here is Hubert B. Hughey, top-notch office 
i with Duke, Inc. of Wichita, 


Kansas, who considers enthusiasm the greatest at- 


tribute a salesman can have. 


On Hughey’s desk 


can be seen the sales “Oscar” presented him 
by the Wichita chapter of the National Sales 
Executive Club. 





This Kansas veteran of 20 years in 
the office equipment field lists 

the most important trait of successful 
salesmen. Tops $100,000 with 

simple, versatile approach 


keynoted by enthusiasm 


ENTHUSIASM 


makes a salesman 


I answer to the long-perplexing 

question of what individual trait 
is most responsible for the success 
of top-flight salesmen many lengthy 
dissertations and complex treatises 
have been composed. But, to Hubert 
B. Hughey, veteran office equipment 
salesman, the answer is a single word 
— enthusiasm. 

“Enthusiasm in sales work is the 
greatest thing,” this standout sales- 
man of Duke, Inc. of Wichita, Kan. 
says earnestly. And with the same 
earnestness he mentions “simplicity 
and versatility” as leading factors in 
carrying out the approach which is 
keynoted by enthusiasm. 

The enthusiasm of which Hughey 
speaks is not necessarily the type that 
bubbles. In fact, in his case, it ap- 
proaches the opposite. Yet, it is 
undeniably enthusiasm. Based on 
confidence in his product and the 
company he represents, Hughey’s 
enthusiasm shows itself in the form 
of poise and confidence of presenta- 
tion. 

Others show enthusiasm — this all 
important trait — in other ways. It 
doesn’t matter. The fact that enthus- 
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iasm exists, however, does. 


Sales “Oscar” Winner 

Hughey is a ditto machine sales- 
man and is about as startled by his 
outstanding sales record as the next 
fellow. He looks and acts so ordinary 
that it is difficult to imagine him 
moving an average of $100,000 
worth of goods a year and winning 
a sales “Oscar” from the Wichita 
chapter of the National Sales Execu- 
tive Club. 

One doesn’t have to talk long with 
Hughey to see what he means about 
enthusiasm — and particularly his 
brand. Conversation goes quickly to 
product and company. 

“Ditto furnishes a prospect book,” 
Hughey explains. “The boys who 
planned it knew what they were 
doing. I keep it up to date. I know 
when I last contacted a prospect and 
his attitude toward Ditto. I couldn’t 
be without it.” 

Enthusiasm for his product flows 
from Hughey, not in a bubbly sort 
of way, but in the form of assurance 
that his product will perform. This 
assurance takes the form of poise 
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based on the conclusion that a pur- 
chase is the only logical step for 
his prospect to take. 

“If I'm told that the price is too 
high, I know that there was some- 
thing wrong with my presentation 
and I try to set him up again,” 
Hughey says in critical self-appraisal 
and in indirect praise of the manu- 
facturer. 

“I wish I could say I was the in- 
spiring type of salesman,” Hughey 
says, “but the plain truth is I go 
right down the line with the ap- 
proach Ditto tells us to use”. 

“I've never had anybody take a 
Ditto machine away from me,” Hug: 
hey says, “but I’ve had them get 
awfully anxious to buy during 4 
demonstration.” 

Having heard such a display of 
confidence in his product, it is easy 
to understand when Hughey says: 
“To have enthusiasm you must feel 
your product is the best in the 
world.” 


Planning, Service 
In looking back over his 20 years 
in the stationery and office equip- 
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ment field, Hughey, who has been 
with Duke for 10 years, is puzzled 
to explain his success beyond his 
enthusiasm. But, it takes little con- 
versation to uncover supporting rea- 
sons for success. Good planning, 
boundless energy that allows him to 
cover a huge market and willing 
service are revealed in his conversa- 
tion. 

“I don’t get up early to be there 
ahead of everybody else. But, I do 
plan in advance. When I get where 
I'm going, I know exactly what I’m 
going to say and do,” Hughey says. 

This normally includes a demon- 
stration showing an owner or plant 
manager that Ditto is a “time and 
labor saving piece of equipment.” 

The sales effort — personal con- 


tact with prospects — may last any- 
where from 30 minutes to six hours. 


“I just show them that any fifth 
grader could operate the machine 
and how much time is saved. Some- 
times I show them how they can cut 
down their staff by using Ditto.” 

Whatever he shows them, though, 
is planned in advance. 





Hughey considers the world his 
market. 

“I’ve sold Ditto machines to three- 
man businesses and to the Boeing 
plant which employes about 30,000 
people,” he says, “and when I run 
out of referral prospects, 1 hammer 
doors.” 

The door-hammering takes place 
by types of businesses. Hughey looks 
at a telephone directory and charts 
his course, calling on all construc- 
tion firms, sheet metal concerns, or 
other groupings. 


Covers 35 Counties 

Thirty-five counties in Kansas and 
one county in Oklahoma made up 
Hughey’s sales territory. Wichita 
dominates the area and the stolid 
salesman, officially known as man- 
ager of Duke’s Ditto department, 
spends much of his time and effort 
there. However, during a year’s time 
Hughey cruises around 25,000 miles 
through his district in his car making 
sales contacts. 

After sales, Hughey switches to 
service, making sure the machine 








and forms are fulfilling his sales 
pledges. With one serviceman Hugh- 
ey keeps up an uninterrupted flow 
of Ditto forms for order billing, 
production and assembly orders, pay- 
roll records, purchase orders and 
receiving forms along with machine 
service. 

Form design is a part of services 
rendered. Hughey reports the aver- 
age time spent per sale from form 
design or planning probably runs 
24 hours (actual time spent). How- 
ever, there is no great amount of 
this work. 

“In about 90 out of 100 cases my 
customers can use the standard forms 
designed by Ditto or Ditto forms 
with some slight modification. That 
means in only about 10 out of 100 
cases I have to start from scratch and 
design forms peculiar to the purchas- 
ing firm. 

Planning ability, great energy and 
a willingness to serve all belong to 
Hughey, but his enthusiasm, he feels, 
is the major factor in his success... . 
and in that of most other top sales 


people. 





Oversized Pegboard Display Boost Sales 
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The installation of an oversized pegboard for use in display has proved to be a pro- 
ductive move for the O’Day Stationery Company, Scottsdale, Arizona. According to 
Pat O'Day, store owner, sales have increased more than 50 percent since the installa- 
tion. Shown here is the 60-foot display board replacing swinging-door cabinets. 











Shown demonstrating one of The Anderson Company’s large variety of tape recorders 
to a prospective buyer is Mrs. Dorothy Krust, photographic department buyer, and 
developer of an aggressive ‘outside selling’ program that has produced outstanding 


volume for the company. 


“Outside Selling” Builds 
Tape Recorder Sales 


This Texas office supply dealer produces big 


volume with an aggressive program featuring 


demonstrations at business conferences, par- 


ties, church meetings and similar occasions 


De the sharp increase in their 
use throughout the nation, tape 
recorders are still too unfamiliar to 
stimulate a great deal of ‘‘over the 
counter selling,” according to Mrs. 
Dorothy Krust, photographic depart- 
ment buyer at The Anderson Com- 
pany, office supply dealers in San An- 
tonio, Tex. 

But, there is still big volume in 
the item. Through an aggressive sell- 
ing approach, numerous demonstra- 
tions and an adequate stock of tape 
recorders, Mrs. Krust has done an 
amazing volume in this commodity. 

“We use an aggressive program of 
outside selling to reach the sort of 
sales volume which we want,” Mrs. 
Krust says. “The tape recorder mar- 
ket is growing swiftly, but it still re- 
quires some opportunity to demon- 
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strate the machine at its best possible 
advantage to get good sales results. 
For this purpose, there is nothing like 
demonstrating the machine at a busi- 
mess conference, a party, a church 
meeting, or similar such occasions on 
which the recorder can build maxi- 
mum sales appeal.” 


Reasons to Buy 

There are a lot of reasons for which 
people buy tape recorders, the Texas 
photographic dealership has found, 
and through a variety of approaches 
Mrs. Krust attempts to make use of 
all of them. The two main reasons, 
however, are the desire to record 
speeches, sales talks, singing voice, 
etc., and the desire of the “high fi- 
delity bug” to hear pre-recorded tape. 

In beginning a sale, or simply call- 





ing a logical prospect's attention to 
the tape recorder display, Mrs. Krust 
can quickly determine into which cate. 
gory the prospect may fall and follows 
up by inviting him to record his own 
voice or to listen to beautifully-re. 
corded professional tape. 

‘During the conversation, other 
sales possibilities are likely to Crop 
up,” she points out. ‘For example, if 
the prospect is thinking of the re. 
corder in terms of entertainment 
value, we ask immediately whether he 
is planning a party in the near future, 
If so, we eagerly encourage him to 
let us supply a tape recorder for the 
evening. We point out that it can 
provide dance music or be available 
for guests to record their voices, either 
with or without their knowledge. We 
have scarcely ever failed to make a re- 
corder sale where a party is in 
volved,” 

Likewise, Mrs. Krust and her sales- 
people capitalize on any mention of 
business by a recorder prospect asking 
for an invitation to sit in on a busi- 
ness conference or sales meeting with 
a recorder. Most businessmen are suf- 
ficiently taken with this idea to ob 
lige and there are many other pros- 
pects developed in the process. 

“We do the same thing with 
school teachers, hotel managers, 
church deacons or pastors,” Mrs. 
Krust points out. “The important 
thing is to get the tape recorder dem- 
onstrated in the atmosphere in which 
it will be used and thus create an ap- 
preciation which is scarcely possible 
otherwise.” 

Along with tape recorders, Mrs. 
Krust has not been slow to take ad- 
vantage of the photographic equip- 
ment sales possibilities which develop 
during these outside demonstrations. 
Often, she takes a movie projector 
and a reel of sound film along. Slide 
viewers, projectors, screens, etc., are 
constantly being sold in this manner 
outside the store. 


No Set Program 
Mrs. Krust does not follow a set 
program in this “‘outside selling’’ pro- 
gram. Personal contact in the store 
determines the pattern of selling. 
However, there are few weeks in 
which she does not make two or three 

such outside demonstrations. 
The Anderson Company displays 


(Continued on page 54) 


MODERN STATIONER, FEBRUARY, 1956 




























Ily-re. 


ollows “a exe 
S Own ‘ o> ae 


other —\ 

cop | A Sen\ Wi \ | mee PSTN, 
ple, if ; 5 ast 1900 

1e re ; \ 
nment a eo a 

= a Still Growing 


uture, 


im to 4" BY 
t can woe ¥ 


ilable 
either 
>. We 
>a re 
Ss in 


We think there are few publishers who do as 
much to fully serve their readers as DPC does. It 
isn’t just a matter of producing more pages each 
month, but in filling those pages with material 
that is really useful. 

sales. 


It’s a very easy matter to print an endless chain 
on oO 


of success stories that tell how much money Mr. 
isking Ww X made, how his customers liked his service, how 
busi- ; he enjoyed serving his customers, how pleased 
+ with . his wife and children are, and how proud his 
e suf- mother and father are. But this kind of story- 
° ob telling does not fulfill the most important “how” 
pros- a of all: It doesn’t tell how it’s done! 


Here is where the half-century history of DPC 
with ©) "Qe shines. 
agers, , aye The articles in DPC publications—all published 
Mrs. J » \ to help business men and women—give step-by- 
ortant — ye \ step explanations of how volume was increased, 
dem- were’, ' how costs were reduced, how customers were sat- 
which = Co \ isfied, or how advertising was made to pay off. 
x \ They use diagrams, photographs, drawings, 
charts and technical specifications to fully pre- 
sent this “how.” 


i ap- 
ssible 


Mrs. of; a Each DPC publication is part and parcel of the 

oy industry it serves. It anticipates such seasonal 
; promotions as selling wholesalers their Christ- 
quip’ ; S mas stock in July or giving retailers tips about 


e ad- 


velop 


: the Christmas rush in October. Trade shows, re- 
tions, 


;, gional meetings, and a survey of new products 
jector mm \ are among other industry facets highlighted in 
Slide ; special issues. 


» & The clean, open appearance of major articles 


and departments in DPC publications is calcu- 
lated to encourage the busy business reader. Spe- 
cial colors are used to give emphasis and to help 
guide the eye of the reader. The ratio of adver- 
tising and its placement with editorial matter is 
planned to give the reader a balanced, intelligent 
view of industry products, services, and supplies. 
We think this is why each of the DPC publica- 


tions is a widely respected leader in its field. 


DEPENDABLE Davidson Publishing Company 
PUBLICATIONS — 405 EAST SUPERIOR STREET DULUTH 2, MINNESOTA 
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LETS 
Gl 
ACQUAINTED 


booklet 
speeds 


“eu Can ant 1 at uae” 


Punctuality and Absenteeism 
Sick Leave and Emergency Rubber Stamps and Fram. 


Discount on Purchases (to 


Purchase of Company Stock 
Daily Activity 


Price Book 
Books in Print 





Engraving 


Time Off ing Orders 
Vacations Mailings 
Salaries Deliveries 
Group Insurance Refunds 
Salary Checks Technical Product Train- 
ing 


Housekeeping 

employees) 

Use of the Telephone 

Personal Habits and 
Dress 

Customer Relations 

—in Conclusion 


employee indoctrination 


Multi-store operation in Atlanta solves 

“break in” problems of new employees with 

thorough indoctrination program featuring 
information booklet 


A thorough indoctrination program, aided by a 24- 
page attractively printed information booklet to 
employees, has proved extremely successful in reducing 
the supervisory problems that developed in the multi- 
store operation of Miller's Book and Office Supply 
Company, Atlanta, Ga. 

With over 40 employees dispersed throughout three 
stores and a warehouse, supervisory problems got out of 
proportion to the total size of the force, according to 
J. Lester Longino, vice-president and general manager, 
and the indoctrination program was initiated. 

The indoctrination booklet spearheads the program. 
It is a 5500-word publication entitled: “Let's Get Ac- 
quainted,” and it is printed in easy-to-read type on dur- 
able heavy stock paper. It contains half a dozen blank 
pages in the back for employee notes. 


Welcomes . . . . Explains 

After a brief welcome and explanation of the pur- 
pose of the booklet, the presentation follows what might 
be the new employee’s natural sequence of thought 
about a new job. First a brief history of the company, 
then thorough discussion of the employee's personal 
relationship with the firm, and finally the mechanics 
of the job. 

The subject headings in the order they appear are: 
Welcome Special Orders 
History Use of Cash Register 
Citation (made to company Payments by Check 

for public service) 


Officers Charges 

Our Hours and Our Work Gift Wrapping & Lay- 
Week Away 
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The booklet was carefully edited by John Ridley, 
formerly manager of a Miller branch store and now 
personnel director for the rapidly-growing organization. 
Mr. Longino and Ridley strove to present their points 
informally but with dignity, firmly but not dictatorially, 
clearly and concisely but smoothly enough for easy 
reading. 

Throughout, the spirit of teamwork is woven in 
without being belabored. A paragraph, under the topic 
of ‘‘punctuality and absenteeism’ demonstrates this: 

“Absenteeism is one of the most expensive problems 
of any business. When your absence calls for a replace. 
ment from another part of the organization it means 
that another task must be put off. The smoothness of 
our overall operation is disrupted to some extent, and 
that can only mean that additional expense and effort 
are incurred. You are not expected to report for work 
when you are really ill, but you are expected to observe 
the rules of fair play and to share the responsibility of 
the work to be done.” 


Tips on Selling 

Under “customer relations” are included a dozen 
tips on basic techniques of store selling: 

“Always stand so you will see the customer ap- 
proaching. If you should be arranging a display, or 
cleaning or putting up stock, do not become so en- 
grossed that you do not see the customer arrive. Be 
prompt and alert. Go to him, do not make him come to 
you. Be interested in finding out exactly what he has in 
mind. Be cheerful and patient — suggesting always 
the item that would seem best for him.” 

Mr. Longino “justifies” the expense of preparing 
and printing this booklet as being much more than 
trying to relieve the managers of some of their training 
chores! The ideal new employee would be one who 
questions freely and discusses matters frankly, and that 
is the goal toward which Miller management is con- 


tinually striving. (Continued on page 54) 
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because they're always ready to 


Gsterbrook 


DESK PEN SETS 


ane aways sune-vellerd | 







IT FILLS ITSELF! Every time an 
Esterbrook Desk Pen is returned to 
the socket in the base, capillary 
action automatically fills it. Easy 
grip—no ink can touch the fingers. 
The base holds more than 40 times 
the ink supply of ordinary fountain 
pens. Needs no attention, nor filling, 
for months on end. And remember, 
Esterbrook supports your sales 
effort with consistent advertising in 
national magazines aimed at your 
prospective buyers! 


MODEL 444 


INTERCHANGEABLE POINTS 
30 STYLES 


MODEL 444—Heavy glass 
base in black, green, 
maroon or gray. Ideal 
for office, home and 
public counter use. 


MODEL 4430—Heavy 
Onyx or Carrara base. A 
truly smart Executive Set. 


MODEL 4430 





THREAD THE POINT 
OF YOUR 
CUSTOMER'S CHOICE 
INTO THE BARREL 





YOUR CUSTOMERS CAN CHOOSE JUST THE RIGHT POINT, BY NUMBER, FOR 
THE WAY THEY WRITE! MORE THAN 30 INTERCHANGEABLE POINT STYLES. 


———__— ——— =i * “om 
a oe ae aac moc 
2668 benehal wriling 2284 Piguchiare Stuh 9460 Carden Copsere/ 1555 Ahotthand ge ws Bovthegring . w 


(Also public counter use) 


9938 


REMEMBER: All Esterbrook Desk Sets carry a 
30-day guarantee. If not completely satisfied, your 
customer’s money will be refunded promptly. 


THE ESTERBROOK PEN COMPANY, CAMDEN 1, NEW JERSEY 
The Esterbrook Pen Company of Canada, Ltd., 92 Fleet St. East, Toronto, Ontario 











Redi-Record Moves 
To Larger Quarters 

Redi-Record Products Company, 
creative bookbinders and manufac- 
turers of desk equipment moved 
February 1 to larger quarters at 61 
West 21st Street, New York City. 

As part of its expansion program, 
new machinery is being installed to 
increase and expedite production. 
The firm also announced the availa- 
bility of its 1956 dealer catalog as 
well as a new gift, premium and ad- 
vertising specialty catalog. 


Philadelphia Man of Year 
In Graphic Arts Named 
Raymond Blattenberger, public 
printer of the United States, was 
named Philadel- 
phia Man of the 
Year in Graphic 
Arts at a lunch- 
eon January 19th 
in the Benjamin 
Franklin Hotel. 
The award 
consisting of an 
atmospheric clock 
and a certificate 





Blattenberger 
was donated by W. C. Hamilton & 


Sons, manufacturers of fine writ- 
ing and printing papers. The award 
goes to the public printer on the 
250th birthday anniversary of Ben- 
jamin Franklin who was also a 
public printer. 


Royal Precision 
Corporation Formed 

Royal McBee Corporation and 
General Precision Equipment Corpo- 
ration are forming a new jointly 
owned subsidiary company with 
equal interests, under the name of 
Royal Precision Corporation. 

The new company will develop, 
produce and market electronic data 
processing and computation mach- 
ines and accessory input and output 
mechanisms, storage devices, 
code conversion equipment. 


and 
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yececececcceexs PRESSTIME NEWS em 


The names of eight men who will participate in the program at the Wholesale 
Stationers’ Association Convention, which will be held March 1st to Sth in the 
Drake Hotel, Chicago, were recently revealed. 

They are HAROLD W. JACOBSEN, president, Horders, Inc. & Associated Sta- 
tioners Supply Co.; Morris I. Pickus, president, the Personnel Institute, Inc.; 
MARVIN RAFAL, vice president, the Personnel Institute, Inc.; PAUL E. BURBANK, 
executive vice president, National Stationery Office Equipment Association; 
CoRTLAND B. Horr, vice president, Associated Stationers Supply Co.; RALPH 
R. Moser, vice president, Carpenter Paper Co.; CLARENCE S. OLSEN, general 
manager, Rippl-Tie Products Company; and Haro_tp C. WHITTEMORE, general 
manager, Wholesale Stationers’ Association of the U.S.A 

* % * 


Selection of the winners of the Brand Names Foundation’s annual Retailer- 
of-the-Year contest will be made at a three-day judging session March 7th to 9th, 
according to announcement by Henry E. Abt, president of the foundation. 

The awards go to retailers who used the best year-around promotions ot 
branded merchandise. The winners will be picked from the entries of 36 depart- 
ment stores and 32 specialty stores. 

* x % 


A spring window-display contest with 216 cash prizes for the best decorated 
windows has been announced by the Sheaffer Pen Company. 

The contest, with three top prizes of $100 each, will run through June Ist 
and is open to all Sheaffer dealers. The firm is offering dealers a display on a 
merchandise deal. To complete the contest dealers submit a picture of their 
Sheaffer window display to the company at Fort Madison, Iowa. 

# * * 

RICHARD A. NELSON, president, Nelson-Th and Company, has been 
selected as the National Office Furniture Association’s convention luncheon speaker. 
The convention will take place March 3rd, 4th, and Sth in St. Louis, Mo. 

# % * 





The second NOFA sales training school sponsored by the Southern Calif- 
ornia NOFA chapter got under way February 2nd with 40 students enrolled. 
The first school, held in December, was such a success that the second school 
was started to accommodate those unable to enroll previously. 
* * * 


In a change of management, RAYMOND S. ROTH, has joined Peerless Imperial 
Co., Inc., as president, it was announced. Roth succeeds JAMES TREANOR, who 
remains with the firm in a sales consultant capacity. 

* + * 

R. J. ZUCKERMANDEL, LaCrosse, Wis., became the first two-time winner of the 
Clary Corporation’s Vice President's Cup at the annual meeting of district man- 
agers of the business machine company in New Orleans. 

4 * # 

Speed Products Company changed its name to Swingline, Inc. since the firm 
was best known by its Swingline stapler. The firm also announced the following 
new address: 32-00 Skillman, Long Island City, N. Y. 

* 2 * 


After 33 years of office and office furniture merchandising in Denver, 
Benjamin’s, headed by SAMUEL MANDELBAUM, will close by March 1st. The firm 
gave up its building to make room for the new 28-story office building. 

* * & 


Purchase of 320 Fifth Ave., New York City, headquarters of the Mosler Safe 
Company, was announced by Epwin H. Mos.er, Jr., president. The property 
includes a 12-story office building and contains 100,000 square feet of space. Afte: 
the exterior has been renovated, the building will be known as the Mosler Building. 

* * rs 

The Preston Company, Burlington, Vt., 
to larger quarters at 208 Flynn Ave. 
gifts, souvenirs, and unusual toys. 

* # * 


wholesale distributors, has moved 
More than 10,000 square feet is devoted tu 


Moving to a new location was the Rose Agency, Inc., commercial stationers. 





~~" 








« 








The new address is 111 W. Parrish Street, Durham, N. C. ¥ ‘ 
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ARTISTS’ OIL COLORS 





CRAFTINT-DEVOE Artists’ Materials are backed by 





two centuries of research and experience! 


And NOW. ..$50,000 in “‘New Look” test-proven 
development makes world-famous CRAFTINT- 
DEVOE Artists’ Oil Colors professionally modern 
and perfect. Rich in value and of Uniform fine 
texture, these Certified Permanent Oils give 

the FINEST results. . ..They are permanent and 
their consistency is just right for painting 


...not too stiff... not too fluid. 





GOOD painting requires GOOD Oil Colors 
... lasting and intermixable! CRAFTINT-DEVOE 


is formulated in a complete color-range 





of highest quality oils .. . scientifically 


UNIT NO. 1 — 3 tubes studio size (1”x 4”) of each 
color in “E” series plus 3 additional tubes of Titanium compounded from the finest ingredients. 


White, display rack, 24 copies “Painting for Fun” book 
and color cards... dealer net ... $44.34. 


To say it simply... CRAFTINT- DEVOE, 





the quality oil colors for you. 
ALSO AVAILABLE. ..UNITS NO. 


2,3,4....Craftint-Devoe Oil 
Colors will simplify your inventory 
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problem. Now, one line of finest- * 
aed a Om raft BEDE manuracturine co. 


sell second-grade colors to meet NEW YORK e CLEVELAND e CHICAGO 
tompelltive petess. Main Office: 1615 Collamer Ave., Cleveland 10, 0. 
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Ten Office Suppliers 
Get Management Awards 

The American Institute of Man- 
agement has named ten office 
equipment companies as “Excellently 
Managed.” 

They are: The Standard Register 
Company, Pitney-Bowes, Inc., Na- 
tional Cash Register Company, 
I. B. M. Corporation, The General 
Fireproofing Company, Burroughs 
Corporation, Addressograph-Multi- 
graph Corporation, Sperry-Rand 
Corporation, American Bank Note 
Company, and Minnesota Mining 
and Manufacturing Company. 

The awards were announced by 
Jackson Martindell, president of the 
Institute who said their purpose is 
to “bring deserving recognition to 
those companies whose managements 
are doing most to increase pro- 
ductivity, with accompanying bene- 
fits to employees, shareholders, their 
community neighbors and to the 
economy as a whole.” 








French Cart Display. A unique dis- 
play for selling Schiaparelli Papeteries 
was a French cart which was constructed 
by Thomas-Young, Stationers, Webster 
Grove, Mo. Many varieties of the station- 
ery made by White & Wyckoff Manu- 
facturing Company were included in the 
display. 


World Trade Fair 
Head is Named 

Z. B. Hyde has resigned from the 
U. S. Department of Commerce to 
assume the position of general man- 
ager of the United States World 


Trade Fair, to be held in the New 
York Coliseum April 14th to 27th, it 
has been announced. 

Hyde has been with the U. §, 
Government for 12 years and has 
held the post of chief of the fairs 
and exhibition section in the Office 
of International Trade of the De. 
partment of Commerce. 


Office Machine Company 
Expands Sales Force 

M. F. Ryan, a partner in the 
Fresno Office Machine Company, 
has announced an expansion in his 
sales force. 

Elmer Murphy has been named 
service manager. He was previously 
an adding and accounting machine 
repair specialist. Donald Harris is the 
new sales manager of the electric 
and manual typewriter division. 

John Carrell has been named sales 
manager of the adding and account- 
ing machines division. Joe Yrulegui 
is sales manager of the duplicating, 
dictating and addressing machine 
divisions. 








NO. 64 LILAC ENSEMBLE 











This beautiful LILAC design bridge party en- 
semble makes an ideal gift for the Spring and 
Summer season. Smart White reversible plastic 
Card Table Cover, a double deck of best quality 
Lilac design Playing Cards, matching Scorepad 
and a set of matching Tallies all enclosed in a 
transparent zipper case makes an ideal com- 
bination for the discriminating hostess. 


Cost $45.00 per doz. 
Retail $5.95 each 


quarters. 


THE EASY WAY TO BETTER BRIDGE 


our complete line of GOREN BRIDGE AIDS 


New Complete 1956 Catalog describing these 
SURE-SELLERS as well 
pictures of our BRIDGE TALLIES — SCORE- 
PADS — RULEBOOKS — PLAYING CARDS 
— CARD TABLE COVERS — NOTES and 
STATIONERY and other items. 


To more efficiently service your needs we have moved 
our Offices and Plant to new larger and modern 


Bruelheide Publishing Co., Inc. 


123 NORTH THIRD STREET 
MINNEAPOLIS 1, MINNESOTA 


with 


WRITE for our 


as full details and 


The Original 


NEW ADDRESS 
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America’s finest pencils go “first class”... 


United States Lines uses Dixon Ticonderoga Pencils! 













Mr. F. G. Atkinson, 
President of 

The Joseph Dixon 
Crucible Company, says: 


For faster turnover, line your shelves 
with the superline of Dixon Pencils and 
accessories... including Super Selling Dixon 
Ticonderoga, it’s the profitable way to sell 
pencils. Go Dixon...your passport to this big 
name business. 
TICONDEROGA 
...@ famous name in American History 


_ Dixon TICONDEROGA 
: .@ famous pencil in American Industry 





“Among the leaders in American Industry who use 
Dixon Ticonderoga pencils, we are proud to list the 
name of the United States Lines. This famed firm 
offers the ‘finest food and service afloat or ashore’ 
..and uses the finest pencils afloat or 

ashore, Dixon Ticonderoga!” 


A >xXon IEG 


TICONDEROGA 


All aboard! Keep this package on deck for first class business! 





Pencil Sales Division MS-2-6, THE JOSEPH DIXON CRUCIBLE COMPANY, Jersey City 3, N. J. 
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Office Equipment Included 
In London Design Center 

Office equipment will be one of the 
items featured in a permanent show- 
room to display Britain’s line ot 
modern consumer goods which will 
be opened in April in London. 

The exhibition will be known as 
“The Design Center for British In- 
dustries” and will be open all year at 
28 Haymarket. Everything in the cen- 
ter will be chosen by the Council of 
Industrial Design. 


Greeting Card Company 
Celebrates 50th Year 

From postcards for all occasions 
to an annual production of 300 mil- 
lion greeting cards has been the 
story of the Julius Pollak and Sons 
Company, which will celebrate the 
50th anniversary of its founding 
this year. 

The manufacturer of “Pollyanna” 
cards, the Pollak Company has 
grown from a tiny organization to a 





FRED POLLAK 
President 


ALLAN POLLAK 


Secretary 


concern operating two plants and 
producing lithographed cards for all 
occasions which retail at from five 
to 25 cents. 

In the course of its development 
the company pioneered water color 
printing and did outstanding work 
with engraved cards. 

Two generations of the Pollak 
family are still with the company. 
Fred Pollak, son of the founder 
Julius Pollak, is president of the 
company, while Allan Pollak, the 
founder’s grandson, serves as secre- 
tary. 


Craftint Appoints 
Sales Manager 

Arthur A. Kabat has been ap- 
pointed sales manager of the school 
and silk screen division of the Craft. 
int Manufacturing Company, it has 
been announced. 

Kabat joined the firm nine years 
ago as a salesman and was sales 
promotion manager before his recent 
advancement. His new duties include 
the coordination of sales and techni- 
cal aspects of the division and super- 
vision of all bids and sales to boards 
of education and schools. 


New York Association 
To Hold Dinner Dance 

The Stationers Association of New 
York, Inc., is holding its annual 
dinner dance May 5 at the Hotel 
Commodore. 

Tickets for the gala dinner and 
entertainment sell for $15. each. 
Reservations may be obtained by 
writing to the association at the 
Empire Hotel, Broadway and 63rd 
Street, New York City. 











There are foam rubber 
chair pads to match — 
Only $7.20 per doz. 


- Eisman, Ewen €. Rose, ime. 377 FIFTH AVENUE, NEW YORK 16, N. Y. 
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#9961 
IN WINE and GREEN 


ony $25.20 


per doz. 
f.0.b. New York 
2/10 @.0.m. 


* “FIRST”’ 
A COMPLETELY NEW DEVELOPMENT 


FOAM RUBBER 


_CARD TABLE COVER 


They‘re NEW . .. DIFFERENT 


Just display these foam rubber covers on your 
counters and they sell! A wonderful and comfort- 
able playing surface! Washable and durable, water 
and alcohol proof, non-skid. The drop sides give a 
perfect fit for every standard 30” x 30” card table. 


PENTHOUSE 
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NEW 


IT MAKES YOU 


THINK 
WHILE HAVING FUN 
















EXCITING NEW GAME 
OF SKILL AND CHANCE 


REMEMBER | iy 
LOWE’S 15 PUZZLE? Ut NM; My) 
REMEMBER SCRABBLE? LETT ity! 


NOW MAKE Way op 


YAHTZEE 


E. S. Lowe does it again! Big hits are 
rare! —This one’s got it! Loaded with 
quick-sell ingredients . . . a million 
dollars behind it . . . nothing to beat 
it for Family Fun! All the elements 
of skill and chance . .. and produced 
by America’s King of Games. Big- 
gest $1.98 value package to hit the 
counters in years. 

















For jackpot profits... say 
“YAHTZEE” on your orders! 
Of course, full dealer and jobber 
discounts. 


THIS DIAMOND IS A DEALER'S BEST FRIEND! 








200 FIFTH AVENUE, NEW YORK 10, N. Y. 
COMPANY, INC. ORegon 5-1630 
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| TRULY DISTINCTIVE CANDLE 


_IN 9 MAGNI 


COLORS 


| 
Spiralites are an @kfremely 
beautiful twisted candle in 
54”, 7”, and 9Y” lengths. 
Available in 9 decorator colors 
— packed one dozen to a box. 


Colors 


WHITE IVORY LEMON > 
SPRING GREEN EMERALD GREEN 
TURQUOISE RED BLACK 
OLD ROSE LIGHT PINK 


¢. 

P) 
(0. 
of (ape (0 i, Enc. 


HYANNIS, MASSACHUSETTS 


Colonial Candle 


ee 








NEWS 


40th Anniversary For 
J. L. May Company 

The J. L. May Company, New 
York manufacturer of made-to-order 
tags and labels, will celebrate its 
40th anniversary this year. 

Starting with a small office in 
midtown New York in 1916, the 
May organization has grown to a 
large manufacturing concern making 
MACO tags, labels and tickets for 
all «ses. 


Bae eee 


Kroneberg’s Appoints 

Sterling C. Muck has been ap- 
pointed assistant manager of the 
stationery department of Krone- 
berg’s, Hamburg, New York. He 
formerly was with Adam, Meldrum 
& Anderson Company, Buffalo. 


Dixon Crucible 
Names Director 

The election of Kenneth Mac- 
Grath as director of the Joseph 
Dixon Crucible 
Company was 
announced by 
Frank G. Atkin- 
son, president. 

MacGrath is a 
director and 
member of the 
executive com- 
mittee of Dixon 
Sintaloy, Inc., MacGrath 
wholly owned subsidiary. He is also 
board chairman and chief executive 
officer of the High Standard Manu- 
facturing Corporation, director and 
chairman of the executive committee 
of Lear, Inc., and a director of Mon- 
roe Calculating Machine Company. 


NSOEA Promotion Folder 
On Carbon Paper Sales 

The March promotion folder of 
the National Stationery and Office 
Equipment Association, which was 
recently mailed to members who or- 
dered it, was an attractive folder 
designed to increase sales of carbon 
paper. 

The folder could be used by mem- 
bers receiving it as a mailing piece 
or “door opener”’ for sales personnel. 
It presents facts “. . . You Should 
Know About Carbon Paper’, and an 
informative “problem and solution” 
chart. 
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Seeing First Hand. Three sales rep- 
resentatives of the Bates Manufacturing 
Company recently saw first hand how the 
company’s products are assembled. The 
trio visited the Orange, N. J. plant for 
a week. Watching Grace Condit as- 
semble a list finder are (left to right) 
Loyal D. Carlson, Jr. of Overland Park, 
Kansas; Parle Cooley of Glenview, Iil,; 
and Bob Neil of Lakewood, Ohio. 


Sheaffer Pen Appoints 
Assistant Sales Manager 

Hugh C. Green, district sales 
manager since 1952, has been named 
assistant sales manager of the W. A. 
Sheaffer Pen Company, it was an- 
nounced by R. H. Whidden, sales 
vice president. 

At the same time D. E. Runnels 
and E. P. Reavey Jr., were appointed 
district sales managers. Runnels will 
succeed Green in the main office at 
Fort Madison, and Reavey will make 
his headquarters in the firm’s New 
York office. 


Feldman-Selje Have 
Manufacturing Agreement 

A manufacturing - distributing 
agreement for the purpose of lower- 
ing freight costs and speeding up 
customer service east of the Missis- 
sippi has been announced by the 
Feldman-Selje Corporation, Los An- 
geles manufacturers of modern office 
furniture. 

The Orsenigo Company, Westerly, 
Rhode Island, is now manufacturing 
and distributing the furniture east 
of the Mississippi. 


Eaton Paper Adds 
To Sales Staff 
Michael D. J. Cieslak has joined 
the sales force of the Eaton Paper 
Corporation, it has been announced 
by L. G. Morris, sales manager. 
Cieslak will serve retailers in part 
of Illinois, including the suburbs of 
Chicago, eastern Iowa and southern 
Wisconsin. 
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DEPENDABLE 
PUBLICATIONS 


A Thirst For Knowledge... 






Ask Dean Myhran who won the pennant back in 1936 or what is the annual 
rainfall in Afghanistan and chances are he will give you accurate and detailed 
answers to both questions without the slightest hesitation 


Such a store of knowledge on the part of this DPC editor is no accident, 
it is the direct result of Dean's insatiable curiosity about life. Dean is never satis- 
fied to be told the ‘what’ of a thing. He demands to know why, where, how, 
when and most importantly what is the significance of it in the first place. 


Dean is one who wants not only 
to know but to experience. He 
still participates in almost every 
sport from softball pitching to 
skiing. He is equally at home in 
the audience of a ballet theater or 
the roaring crowd of the boxing 
arena, 


You, as a reader of this and 
other DPC publications benefit 
from this man’s thirst for know- 
ledge. You do so because he 
carries these traits to his office 
each day and to the four corners 
of the nation where he is con- 
stantly putting his inquisitive 
mind to work to find facts that 
will help you in your business. 
You can rest assured that an edi- 
torial production in which Dean 
Myhran has played a part will 
bear the marks of thorough re- 
search. If it is a story about a 
successful business effort in your 
field, you wi'l be led every step of 
the way to show you how you 
could do likewise. 


Dean’s own special capability 
combines with the individual tal- 
ents of each of our other editors 
and specialists. Each has been 
selected to fill a specific need on 
a truly outstanding business pub- 
lishing staff. This staff has but 
one job to do and that is to help 
you in your business. 


DEAN MYHRAN 





405 EAST SUPERIOR STREET 
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WEWS .... 


Eleven New York 
Firms Incorporate 

Eleven New York firms have an- 
nounced that they have been granted 
a charter of incorporation. They are 
the following: 

Brevoort Stationers, Inc., stationery 
store, 30 Broad Street, New York City, 
in care of David E. Firestone. 

H. & S. Stationery Corporation, 


ie Se a Sv SR @ 





Savoy Stationers, Inc., stationery, 
printing, 12 East 59th Street, New 
York City. 

Country Line Stationery, Inc., sta- 
tionery, in care of Spar, Schlem & 
Burroughs, 160 Broadway, New York 
City. 

Re-Inkers, Inc., business machines, 
350 Fifth Avenue, New York City. 

A. P. Pohl, Jr., Inc., has filed articles 
with the office of the secretary of 





“PEN-O-RAMA” 


By Lindenware 


DESK SETS 


; New Line — New Thinking — New Ideas 
Unique, Novel, Attractive and Useful Desk Sets complete with pens, 
finished in Sunshine Brass. Standard well-known refills will fit pens. 
Their good looks will make them BEST SELLERS. 


#301—Cadette—Stationery Hold- 
er complete with two pens. 


jo! 
X 


#303—Smoker — Complete with 
ashtray and two pens. 


#305—Pens & Clips — Complete 
with tray and two pens. 


for 
PACKIN 

two styles) individuall 
TERMS: 2/10 Net 30 days 
York City—DELIV : Immedicte. 


Order direct or through your local jobber. 


every bit of a $3.00 Seller—Yours to seli 
1.98 > COST: $14.40 per dozen— 
G: doz. to carton (choice af 

boxed— 
.0.B. New 


ad 


eS at 
~~. aa 


#302—Planter — Complete with 
planter cup and one pen. 


o 
#304—Collector — Complete with 
two pens. 


#306—Memo Tenda-Complete 
with pad and two pens. 


Visit us at the 
NEW YORK GIFT SHOW 
Feb. 26th to Mar. 2nd Room 1169 


LINDENWARE COMPANY 


“FORMERLY GENERAL METALCRAFT CO.” 


51 GREENE ST., NEW YORK 13, N. Y. 


CANAL 6-5635-6 








stationery, 74 Legion Street, Brooklyn. 
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state at Albany, changing its name to 
Exchange Stationery Company, Ine. 

Malbin Stationers, Inc., stationery, 
in care of I. Edward Pogoda, 50 Court 
Street, Brooklyn. 

Surrago Stationery, Inc., statione 
25-46 Broadway, Long Island City. 

Utopia Food Freezer Plan Inc., has 
filed articles changing its name to 
S. & G. Stationery, Inc. 

Wipuso, Inc., stationery, in care of 
Nucci & Field, 30 Fairview Street, 
Huntington. 

Halimark Pen & Pencil Company, 
Inc., pens, pencils, in care of David §, 
Goodzeit, 200 Fourth Avenue, New 
York City. 


Ellis Foster Joins 
Executive Furniture 

Ellis Crawford Foster, 
western industrial 
joined Executive 
Furniture Com- 
pany, Wichita 
Falls, Tex., as 
planning - coordi- 
nation manager. 
His appointment 
was announced 
by C. M. Herz, 
general manager. 

Foster's ser- 


South- 
designer, has 





Foster 
vices will be available to all Execu- 


tive Furniture Company dealers for 
assistance in the design and planning 
of business offices and furnishings. 


Paper-Mate Appoints 
General Sales Manager 

The appointment of Thomas W. 
Casey as general sales manager of 
the Paper-Mate Company, writing 
pen manufacturers, has been an- 
nounced by Thomas J. Welsh, vice 
president and director of sales of 
Paper-Mate. 

Casey's office will be at Paper- 
Mate headquarters in Chicago. 


Atlantic Playing Card 
Names Representative 
Willard-Ralph Sales Company has 
been appointed exclusive representa 
tive of the Atlantic Playing Card 
Company line in 11 western states. 
This organization is headed by 
Bill Willard and Bert Ralph who 
make their office and showrooms if 
Room 507, Brack Shops, Lo 
Angeles. 
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| Acco Not Only Makes The Best 
a But HELPS YOU SELL I! 
treet > , 
: For well over 50 years Acco’s rep- 
utation for quality and leadership 
epany, has been tops. But Acco doesn't 
vid §, stop there. Acco wants to see your 
New merchandise move. 
That's why Acco has always be- 
lieved in giving you sales making 
displays and promotion helps. 
ENGINEERING And it’s why Acco is using Na- the NCE Ww 
South NEWS RECORD tional Advertising to your cus- 
outh- 


tomers — spreading the know!- 


edge of and demand for Acco 
products. Millions of readers will VPD 
see Acco advertising in 1956. Are 


oo sell them? See your FLIP: FILE 
ACCO PRODUCTS, INC. ma alelcom-Vicleiag 


OGDENSBURG, N. Y. 
in Canada: Acco Canadian Co., Ltd., Toronto 


Exec WHEN YOUR CUSTOMERS WANT AN 


ors for 


anning ADHESIVE THAT WILL CATCH AND HOLD 








ADVERTISED BY NATION’S LEADING STORES! 





@ no sticky, flimsy tape strips— 
acetate envelopes flip forever 
on METAL hinges! 


@ leather-like WASHABLE cover 








hings. , 
ming SELL THEM HIGGINS @ holds 100 photos and negatives 
At last —a flip-up album made to 

VEGETABLE GLUE last! In 6 luscious, wanted pastel 

as W. colors with smart modern gold 

ger You can safely go all out in recommending aie or padded. h 

vine Higgins Vegetable Glue to folks who want to omes with 50 transparent heavy 

“4 = stick things together “for keeps.” This extra- -005 gauge envelopes to hold 100 

h, vice 


strong adhesive sticks paper or cloth to paper, 
ales of wood, leather, glass or metal. It’s clean, smooth, 
sweet-smelling and easy to use. 





snapshots. Dusty Rose, Pale Blue, 
Royal Blue, Green, Red, Natural. 
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Paper- In2 sizes: 3%2”x3%2"—$4.50 retail 
O. ideal for All the Arts and Crafts 3¥2"x5'2"—$5.00 retail 
Perfect for binding 
books, portfolios and —PLUS ADVERTISING ALLOWANCE! 
making lampshades 
because heat does not 
any has affect it. Fine for 
resenta- making en boxes, 
novelties, 3-D stage 
8 os set models, etc. 1001 
1 states. ; 
practical uses around : i 
ded by home, school, studio WRITE —for details. Just tear out this ad 
sh who or office. — attach to your letterhead and 
poms if mail to: 
0s Gi yf. * 
ae i TLLELELLD bee JOSHUA MEIER COMPANY. INC. 


- 1 T 3r TR T . LS Y | N_Y 
71 Ninth St Brooklyn 15,N.Y 153 WES 2ae S$ EE NEW OR 
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oh the self-service method of selling 
Berwald Retires 
From Eagle Pencil 

A. H. Berwald, director of market- 
ing at the Eagle Pencil Company, has 
announced his retirement. 

He has held that position for the 
past 30 years and has initiated the 
firm’s modern program of market- 
ing. He has also collaborated in all 
vital Eagle achievements during the 
last quarter century, according to 
Alfred C. Berol, president. Before 
complete retirement, Berwald will 
act in an advisory capacity and 
direct the celebration of the com- 
pany’s centennial this year. 


ee 6 6 6-2 2 © 


merchandise will be used. 


Sales Representatives For Mas- 


slinn Line. The White & Wycoff Man- 
ufacturing Company, one of the nation’s 
leading stationers with 14,000 outlets 
across the country, has become sales 
representative for the Masslinn line of 
napkins, towels and tablecloths produced 
by the Non-Woven Fabrics Division of 
the Chicopee Manufacturing Company. 


Buffalo Stationer 
Plans Expansion 

Otto Ulbrich Company, Buffalo, 
N. Y., stationers plan to open a new 
branch store in the Sheridan Plaza, 
north of the city. 





Construction of the new building 
will begin this spring. It will include 
9,000 square feet of floor space and 


Pictured here are Harold S. Merrill, left, 
product director for the Masslinn line, 
and F. Harrison Poole, director of sales 
research for White & Wycoff. 


Mentz, Grugan Form 
New Corporation 

A new stationery company has 
been formed in Sunbury, Pa. The 
Mentz and Grugan Stationery Com. 
pany was announced at a Christmas 
party of the Mentz Stationery store 
employees. 

Officers of the corporation for 
which a state charter application has 
been filed, are Joseph L. Mentz, 
president; Mrs. Mae Reitz Mentz, 
vice president; and Sidney A. Gru. 
gan, secretary. The firm will con- 
tinue to operate at 249 Market Street, 


Coisnial Candle Names 
Southern Representative 

Colonial Candle Company has ap. 
pointed Paul H. Hildebrand of 
Dallas its representative for the 
states of Texas, Arkansas, Oklahoma 
and Louisiana. 

Hildebrand maintains a permanent 
showroom in the Santa Fe Building, 
Dallas, where a complete line of 
Colonial candles may be seen at 
all times. 








Boost your sales index 
with Dennison 
index Divider Sets 


Anyone who keeps a notebook is a potential 
customer for NEW Dennison Index Divider Sets. 
The best way to sell them is to display them near 
or with your looseleaf binders. 


Check these features: 


Y Non-flammable acetate tabs “ Divider sheets of top 
quality ledger stock Y Shield-shaped tabs with beaded 
edges for longer wear Y Pre-priced for self-selection, 
Pre-packaged in printed polyethylene envelopes “ Tabs 
fused onto divider sheets Y Sets come in four sizes 
VY Each set has tabs in five colors and five positions 





STOCK and DISPLAY the complete line 
for MORE SALES: 


NEW Dennison Index Divider Sets 
Dennison Acetate index Tabs 
Dennison Gummed Cloth Index Tabs 
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MANUFACTURING COMPANY 
FRAMINGHAM, MASSACHUSETTS 
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= we bring to you 
CRAM 
QUALITY GLOBES 


* Exclusive features 
* Educational and Decorative 


* Edited by recognized author- 
ities—over 89 years devoted 


exclusively to map making. 
* Be sure to cash-in on this fast 
selling, good profit line. 


* Exclusive Styling 
* Send for Globe Cat. No. 65. 


12-inch illuminated 
9" x 12" Atlas 


THE GEORGE F. CRAM CO. INC. 


730 E. Washington St., Indianapolis 7, Ind. 





Now, a single paper punch does a double job! 
Clix model 32 converts instantly, simply by 
snapping adjusting button. Punches 2 or 3 
holes as required. Takes sheets from 6” to 12” 
long. Gauge-marked in 1” gradations. Lists 
at $6.50. 


Order from your wholesaler 





MODEL 32... For 3-hole punch- 
ing, 4" dia. spaced 444" on cen- 
ters. For 2-hole punching, 4" 
dia. spaced 2%” on centers. 












NEW ENGLAND PAPER PUNCH CO. 
NATICK, MASSACHUSETTS 


WESTERN REPRESENTATIVE-HARRY HENKEL ASSOCIATES 
Western Merchandise Mart, 1355 Market St., San Francisco 








Any time and every time... 
the YELLOW BOX LINE is best! 


Time-tried... quality-proved 
... cUstomer-preferred! 





Oakville’s complete Yellow Box Line 
of paper-fastening devices simplifies 
your buying, streamlines your inven- 
tory, cuts your handling costs, saves 
you money! From one source — with 
one order — on one invoice you get the 
merchandise your customers want. 
One-stop buying — the Yellow Box 
way — builds sales and profits! 


Concentrate on the Yellow Box Line 
— the line that’s best for you! 


OAKVILLE COMPANY DIVISION 
SCOVILL MANUFACTURING COMPANY 
Waterbury 20, Connecticut 
¢ Philadelphia © Boston @ 
In Canada: Brown Bros., Ltd., Toronto 2 


New York Chicago ® San Francisco 











NEWS 


Stanley Greetings Adds 
Two Sales Managers 

Two regional sales managers were 
named by Stanley Greetings Company 
as part of an expansion of its national 
sales staff. 

Edward J. Zimmerli, New York 
City, has been appointed eastern re- 
gional sales manager and William V. 
Hasselbach, Dayton, was named Mid- 
west regional manager. 


eer evee eee ee ees & 





A SMART 





Sgn, PLAY FOR 
SP ig PROFITS... 


@ & 
ing-whist 
(Linguist) — 


the learn-a-language game 
card game excitement 
while learning to speak 
SPANISH or FRENCH 


No study—just fun! Two to four can play. 





AN 





nationally advertised Retail $998 
Price: per gome 


GAMES-OF-THE-MONTH, Inc., 115 W. 29th St., N.Y. 1 








Fine Leather Desk Sets 
Pads and Accessories 


NEW CATALOGUE 


Stationers Specialty Corporation 
19 W. 21st St. New York 10, N. Y. 
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Zimmerli was formerly eastern sales 
manager for the Forget-Me-Not Divis- 
ion of American Greetings Corpora- 
tion. Hasselbach has been a Stanley 
salesman for four years. 





1956 Mother's Day Poster. The 
1956 Mother’s Day poster was recently 


unveiled and features the theme: 
“There's Nothing Too Good For Mom!” 
Shown with the new poster are Arthur 
Freeman, left, executive director of the 
National Committee on Observance of 
Mother’s Day, and George J. Hecht, 
chairman of the committee and pub- 
lisher of Parent’s Magazine. Posters are 
available from Freeman at the com- 
mittee’s trade division, 129 West 30th 
Street, New York 1, New, York. 


Press Conference Held 
By Facit Corporation 

Erik Kronvall, Swedish consul gen- 
eral, and Erik A. Ohlsson, president 
of the Facit Corporation, spoke briefly 
on matters of foreign trade at a press 
conference held by Facit in its New 
York offices. 

Mr. Kronvall gave a picture of the 
present day Swedish economy, while 
Mr. Ohlsson spoke on the increased 
importance of the South American 
market recent political and economical 
changes. 


Promotion Designed To 
Boost Dictionary Sales 

A unique plan, entitled “Strategic 
Dictionary Placement”, has been 
launched by the C. and G. Merriam 
Company to help dealers boost in- 
dustrial sales of dictionaries, speci- 
fically the Webster New Collegiate 
dictionary. 

The program, spearheaded by ad- 
vertising in a national magazine, is 
designed to sell businessmen the 
cost-saving advantages of supplying 
sufficient dictionaries. Scripts for 


sales manager use and attractive 
folders about the program are 
available. 





Nine Representatives 
Appointed at Burroughs 

Appointment of nine men as te. 
gional dealer sales representatives 
within Burroughs Corporation's te. 
gional dealer sales organizations has 
been announced by Robert J. San. 
ders, dealer sales manager. 

Those appointed and the areas in 
which they will serve are: Charles 
W. Leizear and Bryant M. Harroun, 
Atlantic Region; M. E. Clements, 
Central Region; Donald E. Kuntz, 
Great Lakes; F. C. Keating, North 
Central; William G. True, North. 
east; W. E. Hempstead, Pacific; H. C, 
Price, Southeast; and P. J. Hoffman, 
Southwest. 


Sales Staff Member New 
Clary Club President 

William H. Petit, Jr., assistant 
dealer sales manager, is the 1956 
president of the Management Club of 
the Clary Corporation, business ma- 
chine manufacturer. 

Other newly elected officers are: 
Bud Taulbee, vice president; V. E. 
Austin, secretary, Richard Masters, 
treasurer, and James Cammack, fifth 
member of the board of directors. 


Meilink Appoints 
New Representative 

The appointment of Frank Neville 
of Atlanta, Ga., as southeastern rep- 
resentative for 
the Meilink Steel 
Safe Company 
has been  an- 
nounced by C. C. 
Penske, general 
sales manager. 

He will cover 
the states of Vir 
ginia, North 
Carolina, South 


Neville 
Carolina, Tennessee, Georgia and 
Alabama. Besides the Meilink line, 
Neville will continue to sell for Has 
kell Inc., The Sikes Company and 
Hoosier Desk Company. 


Manufacturers’ Associate 
Harry Tehan, Jr., manufacturers 
representative, has announced that 
Roy Zepp is now associated with 
him. Zepp is a graduate of George 
Washington University and _ has 
spent the last 21 years in this im 
dustry in a managerial capacity for 
Washington, D. C. dealers. 
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ape Stamp | 
| Hfeeper | Keeper 


THE HANDY. .. AND 


| 
é 
HANDSOME CELLOPHANE 
TAPE DISPENSER 





HOLDS POSTAGE STAMPS 
. » » BY THE ROLL! KEEPS 
THEM DRY, CLEAN, HANDY! 


$100 


Heavy brass design with black 
lacquer base on protective felt. | 
Doubles as a handsome paper- 
weight ...on a home or office desk. 
A gift anyone can use! ) 


gees RISES IE gaps 


$150 


Attractively styled in brass with 
black lacquer base, felt underpad. 
Easy to refill. Holds up to 400-inch 
roll of 4%” or 34” tape. A perfect gift 
—useful as well as beautiful. 








© propucrs 


Division of KETCHAM & McDOUGALL, INC., Roseland, N. J. 
Send for catalog describing complete PAT line 
Stomp Keeper « Tape Keeper « Reel Riter Ball Point Pen « Pin-On Pencil 
TElattach Pencil « Key Keeper « M Matic « R 


















‘ America’s Largest 
TV AUDIENCE 


Two Brand New Strathmore MAGIC SLATES... 
each featuring a popular Disney Character in full 
brilliant colors. Super-Salesmen Mickey & Donald 
are all set to set Magic Slate sales records for you. 


No. 35. Size-8% x 13. Display box of 
2 doz: 12 Donald, 12 Mickey Assorted. 


ASK YOUR 
JOBBER 


THE STRATHMORE CO. 
AURORA, ILL. 


STRATHMORE 




















HS a gilt... 
the Lion touch 
| that puts sales magic 
into Gift Wraps! 






























e GIFT TYE RIBBONS 
* READY-BOWS « PAPERS 
* ENSEMBLES 


Lion Line is ready! 


Don’t be impulsive! Don’t be impetuous! Don’t 
buy a thing until you see the exciting new ideas 


that mark Lion’s entry into the gift wrap field. 


See our unique ribbon reel with its special pat- 
ented feature . . . see the distinctive designs in 
ribbons and papers that represent the newest in 
color-styling . . . see the ensembles that 


take the guess work out of gift tying! 


Lion representatives are on 
their way to you; look for us 


at the shows! 


Lion Ribbon Company 


510 AVENUE OF THE AMERICAS, NEW YORK 11 









NOFA Convention In 


St. Louis March 3-5 


The 10th annual convention-ex- 
hibit of the National Office Furni- 
ture Association will be held in St. 
Louis on March 3, 4 and 5 with 2 
fast-moving program and exhibits 
featuring six model offices. 

The model offices, which will be 
furnished by dealers and exhibitors, 
will headline exhibits at Kiel Audi- 
torium where 220 display booths will 
be open. Visitors will be furnished 
brochures, photographs and sample 
floor plans for the model offices to 
use in their own stores. 

The model offices are being pre- 


Monsanto Announces 
New Division Name 


Monsanto Chemical Company's 


merchandising division is now 
known as the consumer products 
division, it was announced by Roy 
L. Brandenburger, vice president of 
the firm and general manager of the 
division. 


pared by Desks, Inc., New York; 
Regan Furniture Corporation, New 
York; Holscher-Wernig Office Fur- 
niture Company, St. Louis; John 
Wanamaker Company, Philadelphia, 
and dealer members of the Baltimore 
chapter of NOFA. 

The convention program will fea- 
ture a business session and election 
Saturday and dealer, manufacturer and 
manufacturers’ representative work- 
shops on Monday. 

V. L. Caldwell of John Wana- 
maker Company, Philadelphia is 
chairman of the convention with 
R. P. Adams of S. G. Adams Com- 
pany, St. Louis as co-chairman. 
Other committee chairmen §are: 
Joseph F. Duddy, Holscher-Wernig 
Furniture Company, St. Louis, recep- 
tion committee; W. J. Weihe, S. G. 
Adams Company, St. Louis, exhibit 
committee and Charles Peeper, 
Clark-Peeper Company, St. Louis, 
promotion committee. 


Greeting Card 
Firms Merge 

The merger of the Braun Art Pub 
lishing Company, Cleveland, with 
Arcadia Greeting Card Company, 
Detroit, has been announced. 

The resulting firm is known as the 
United States Greeting Card Cor. 
poration. 

Officers of United States Greet. 
ings are Eugene A. Berns, president; 
Alvin E. Marchand and Al Sacks, 
vice presidents; David B. Greenberg, 
secretary and Edward D. Strauss, 
treasurer. 


Herring Retires 
From Westab 

George Herring has retired from 
Western Tablet & Stationery Com. 
pany after serving the firm for 49 
years. 

The company started in the fall 
of 1906 and Herring went to work 
April 1, 1907. All of his servics 
was in the shipping department. 
When his department began it had 
a force of two and today it has 
about 80 persons. Similar growths 
were observed by Herring through 
the years at Western Tablet. 









125 Years of Publishing Success 









The excellence of its continuous editorial program is credited 
by the G. and C. Merriam Company, makers of the famed 
Merriam-Webster dictionaries, as one of the major factors in 
the successful operation which January 1, entered its 125th 
year. 

In the accompanying phote is shown only part of the vast 
editorial department which records actual word usage to pro- 
vide quality and accuracy in the company’s products. So 
thorough is the company’s large editorial program that, ac- 
cording to Merriam reports, even encyclopedia publishers have 
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turned to its facilities for assistance. 
A clear indication of the worth of the editorial program i 
the expansion of the unabridged Merriam-Webster — 
from the 85,000 entries in the first to the more than 600, 
entries in the current edition. 

The Merriam Company was founded in 1831 as a book and 
stationery store and in 1843 purchased from the Noah Webster 
heirs the rights to revise and publish his last unabridged dit 
tionary, opening a long history of specialization in the making 
of dictionaries. 





MOD} 
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Typewriter Ribbons 


cm CASY 












..-like peeling a banana! 


is the SURE Way to SALES 


WRITE Carbon Papers and Typewriter 
Ribbons are long-standing favorites with 
office managers who want the best in 
office supplies for the best results from 
their staffs. wy find that WRITE’s 
easy-to-handle carbon papers make more 
copies, cleaner carbons, and are 
economical to use. They know 
WRITE typewriter ribbons pro- 
duce clear, crisp, uniformly 
o~ letters—and last longer, 






























Sell your customers on WRITE 
- - and they will come back 
time after time for WRITE’s 
high-quality Typewriter Rib- 
bons and Carbon Paper. 
Fer Volume PROFITS--Feature WRITE 


Send for Samples and Discounts 
Today! 


PROMPT DELIVERIES 


WRITE 


INCORPORATED 


420 Lexington Ave., New York 17, NY. 
Factory: Bridgeport, Conn. 


new AVETY «er-aanesive 
file folder labels 





fastere neaters+ cleaner 


Why monkey around with old-fashioned 
stickers when these new Avery 
self-adhesive file folder labels 
turn the trick so handily? 
Easy to type in sheet form with 
margin and centering guides, 
these time-saving, color-coded 
Avery Labels cut clerical costs, 
are self-adhesive ... with 
nothing to wet or moisten ... they 
go on at the touch of a paw... 











x * 


‘M956 Ubmewean™ 
Ps oo 


available in 10 border colors neatly, firmly, and swiftly. There’s 
der weberrend "si sheets 2 Moral to this tale of the business 
eit teas eh. jungle. If obsolete stickers have you 


up a tree, swing to Avery. Identifying 
file folders with the new Avery 
self-adhesive Labels is easy... 
like peeling a banana — in fact 
easier. Try ’em soon. 


7 










Rolls right on file tab without 
peeling or popping. 















dealers: Stock up now 
on these NEW AVERY 
file folder labels. Call 
your wholesaler TODAY ! 





AVERY ADHESIVE LABEL CORP., Dealer Div. 116 
117 Liberty St., New York 6 + 608 S. Dearborn St., Chicago 5 
1616 So. California Ave., Monrovia, California 














NEW YORKER 


_ m ~ 

00 FIFTH AVENUE \ 

No? Choe Discover their / 
* and other utility and 
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| Offices in Other Principal Cities 
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economy yourself. | company 
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Please send more information and free samples of Avery 
self-adhesive file folder labels. 





my name position 





CCimantKe SKOW TCH 





Just send this 


; 7 
TOY MANUFACTURERS of U.S.A., In ws coupon for your 


2 free samples 
200 Fifth Avenue * New York 10, N.Y today. 


° . address 
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Diebold President on TV. On a 
program of the “Cavalcade of Progress”’ 
television series which outlined the con- 
tributions of Diebold, Inc. to the nation’s 
progress, Bob Considine, famed com- 
mentator, interviewed Raymond Koontz, 
president of the Canton, Ohio, firm. In 
addition to the interview, the program 
outlined Diebold’s progress in bank pro- 
tection equipment and techniques and 
business record systems. A film of Die- 
bold’s operations was also shown. 


Deaths 

O. R. Hillstrom, first president 
and first chairman of the board of 
Corry-Jamestown Manufacturing Cor- 
poration died in Long Beach, Calif., 


December 10, less than a week before 
his 93rd birthday. He became president 
of the firm in 1920 and served on the 
board until his resignation in 1946. 

Alired C. Bohn, 56, president oi 
the Charles H. Bohn and Company, 
book manufacturers in New York City, 
died December 24 after choking on a 
piece of beefsteak. 

Edward J. Gummersbach, first 
vice president of the B. Herder Book 
Company, St. Louis, Mo., died Decem- 
ber 27th. He was 73 years old. 

Charles B. Cook, 80, a member 
of the board of directors of the Royal 
McBee Corporation, manufacturers of 
typewriters and office equipment, died 
December 12. Mr. Cook had been as- 
sociated with the firm since 1907. 

Frank L. Rutherford, 66, died 
December 26 following a long illness. 
He was a salesman for the Schooley 
Printing and Stationery Company for 
32 years in Kansas City and had his 
own shop for five years. 

Ralph E. Simpson, 58, stationery 
dealer in Burbank, Calif., died 
December 7, a week before he was to 


have been honored as Burbank’s out. 
standing citizen of 1955. 

Arnold C. Englehardt, 50, owner 
of a Buffalo, N. Y., book store died 
December 9. 

Charles R. Newin, 62, long-time 
book salesman, died in Madisonville, 
Ky. 

Leon W. Hoffman, 71, long-time 
carbon paper and ribbon retailer, 
died in Philadelphia, his home, Jan. 
uary 14, 

Two Appointed to Head 
Chicago Conference 

Jack L. Camp and Bryan H. Doble 
have been appointed chairman and 
vice chairman, respectively, of the 
1956 Chicago World Trade Confer. 
ence to be held February 28 and 29 
at the Morrison Hotel, Chicago. 

These conferences have been joint- 
ly sponsored by the Chicago As. 
sociation of Commerce and Industry 
and the Export Managers Club. One 
of the members of the advisory com- 
mittee is Charles A. Hofstetter, ex. 
port manager for Ace Fastener 
Corporaticn 





Sells Ou Sight! 


IT’S SMART TO CARRY APSCO 
~~, 


\o 





= _ 
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~ omovieei te? 


Made to highest quality standards 

for efficient service and long life; 
backed by national advertising and 
promotion; APSCO pencil sharpeners 
and allied products offer specific 
units for specific uses. From every walk 
of life comes the demand for the 

best —naturally they select APSCO. 


THE MAGIC SPRING 


D 
> COLE 








a : Naturally it’s profitable to stock... 
psce 
Cnlucias hite 
} atl products inc. 
9855 W. Pico Blvd., Los Angeles, Calif. 





ORDER FROM YOUR WHOLESALER 
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/ Balled Tip 


lf it is a quality Pen, you can be sure it has an 
ANJA TIP. 

More and more Ballpoint Pen Manufacturers are using 
precisioned made ANJA TIPS in their pens to the full 
satisfaction of their customers. 

A Pen with an ANJA Balled TIP is smooth and easy 
writing. 


Distributer of ANJA Products. 


ALJAC CORPORATION 


240 WEST 72nd. STREET, NEW YORK 23,N _ Y 


mfort 


NOESTING PIN TICKET CO. INC. 
“WVillions Daily” 


MAIN OFFICE AND FACTORY 
728 E. 136th STREET 
NEW YORK 54, N. Y. 


BRANCH FACTORY 
1815 WEST 74th STREET 
CHICAGO 36, ILL. 
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The Business Case Line 
Backed By More Advertising 
Than Any Other Brand! 


Look at this line-up of 
powerful national publi- 
cations working for you 
to make your TUFIDE 
sales easier, faster. 
Millions will see and 
read TUFIDE messages 
. millions will want 
to enjoy the use of 
TUFIDE, America’s 
biggest business and 
student case value. 
For proof, you have but 
to realize that more 
people buy TUFIDE 
than any other brand. 


The sales punch and 

power is there for you | 

to use profitably! Tie-in putt REPORT: 

with this powerful pro- 

gram with your own ad- HOW NEW 

vertising and store TAX LAW 
AFFECTS YOU 


displays. 


and For Inside Your Store... 


ONLY TUFIDE OFFERS | at 
TEST-PROVED DISPLAYS 
TO INCREASE YOUR SALES 


These unique units are also 
at your disposal to make your 
selling job easier, more profit- 
able. Be sure to ask your 
Stebco salesman or write 
Stebco for full details on how 
you can use these merchan- 
disers to boost your sales 
50% — 100% — even 300%. 


ADVERTISE . Us 
DISPLAY . . . SELL ufide 


The Only Line of Business Cases with a 
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American Pencil Names 
Midwestern Manager 

The American Pencil Company 
has announced the appointment of 
Frank W. Boyce, Jr., as its Midwest- 
ern district manager with head- 
quarters in the Chicago office. 

Boyce has been associated with 
American Pencil since 1952. 


Minnesota Mining 
Promotes Four Men 

Four men employed by Minnesota 
Mining and Manufacturing Com- 
pany have been promoted, it has 
been announced. 

Frank E. Yunker, Jr., has been 
promoted to Cleveland, Ohio, branch 
sales manager. He joined the firm 
in 1948 as a salesman. 

Arthur M. Worden has been 
named St. Paul branch sales man- 
ager of the fibrous and industrial 
tape division. For the past three 
years, Worden has been a sales 
supervisor in the Chicago area. 

William F. Evans and Raymond 


*_ 2° © @ 


W. Fagen have been appointed tape 
division sales managers in the At- 
lanta, Ga. and High Point, N. C., 
branch offices. 


CARLOAD¢ SAFES 


ABEULINK SAFECO. TOLEDO OnI0 
FOR BROMARD COUNTY 


Consignac “Jo 


Dedtacuirncn 





Safes by the Carload. This carload 
shipment of safes to Fort Lauderdale, 
Fla., direct from the Meilink Steel Safe 
Company in Toledo is believed to be the 
first such shipment into the area. Ac- 
cording to D. A. Dessenberger, owner of 
Dean’s Office Equipment Company, 
smaller safes have been selling well in 
southern Florida because of the large 
number of small businesses there. The 
safe consignment to Dean’s represented 
75 percent sold order. Shown with the 
safes are (left to right) Ted Kares and 
Claude June, both salesmen, and Dessen- 
berger, 








Please send me the FREE catalog(s) checked here: 
Commercial Line 








Nome 


Thermographers | 
Fel 


HELIOGRAVED COMMERCIAL LINE and 


g THE FLOWER WEDDING LINE 


Improve your profits 
and service with these 
Regency Features: 


A big 50% discount 
Orders shipped postpaid 
Delivery in 1 to 2 days 


Heliograving—the finest 
raised lettering. 


REGENCY THERMOGRAPHERS, 28 West 23rd Street, New York 10, N. Y. M.S. 


Flower Wedding Line 


Title. 


Springfield Tablet 
Announces Expansion 

A building permit for a $102,300 
warehouse and office building was 
taken out by the Springfield Tablet 
Manufacturing Company, Spring. 
field, Ill. 

The 30,000 square foot structure 
is now underway and is expected to 
be completed by July ist. The build- 
ing will be leased by the Springfield 
Paper Company, officials said. 


Metropolitan Travelers 
Elect New Officers 

At the annual meeting of the 
Metropolitan Travelers Club, new 
officers for 1956 were elected. 

They are: President, Milton Stone, 
Stone-Newman Association; first 
vice president, George Nicklaus, Na- 
tional Blank Book Company; second 
vice president, Emil Contreras, 
Joseph Dixon Crucible Company; 
treasurer and correspondence secre- 
tary, Herbert Grayson, Ace Fastener 
Corporation and secretary and editor, 
James T. Hurley, Oxford Filing 
Supply Company. 











Address. 





City. 


State. 





Company Nome. 

















A wonderful new aid for the 
harassed stenographer 


STENO’S FREN 


A lightweight, easily adjustable E-Z RAK which holds 
the average size stenographer’s notebook or reference 
book and 82” 


space on desk when upright and in place. Every steno, 
typist, clerk, bookkeeper, or copyist can use an E-Z 
Steno Fren to. advantage. 


Retails for $1.95; prices on quantities. 


Also E-Z Reading and Reference Raks, and Tables 


FELICE PRODUCTS pnitcdeiphic 40, Pennsylvonic 


11° papers. Takes practically no 
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1909 


as Admiral Peary slowly made his way 
from the Arctic Circle to the North Pole, 
he made daily entries in his diary with 
a Koh-I-Noor pencil. Your customers 
are not polar explorers, but you can be 
sure that they want Koh-I-Noor pencils 
just as much for their 
reliable top quality in 





















KOH-I-NOOR 
PENCIL COMPANY, INCORPORATED 
BLOOMSBURY, NEW JERSEY 











IT'S A SMART MOVE 
WHEN he Stl A=. 
















SMOOTH 
PERFORMANCE 





CUSTOMER 
SATISFACTION 





NATIONALLY 
ADVERTISED 


send for catalog 
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Manow FASTENER «geo 
_ ONE JUNIUS SIREET, SPOOKN 12, N: Mais, 
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NOTE-PAPER 
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its new line of parchment 


WNote-chle ffoter:/ 





These will be seen...and noted...and SOLD! 
Volland’s smart, new notes— 

on rich parchment paper! Impeccably 

| printed with modern, original 
designs...with subtle 

highlights in gold! You'll find 
your new Volland “Note=Able 
| Notes” will be your fastest, 
year<around turn-over item. 


THE P. F. VOLLAND COMPANY 


Since 1907 aw Distinctive 
Creators of AR Greeting Cards 


act today on VOLLAND'S no-risk offer... 


“am MAIL THIS COUPON NOW! 

THE P. F. VOLLAND CO.+ 8 RICHARDS ST.-+ JOLIET, ILLINOIS. | 
Gentlemen: Please rush me “Premiere Showing of your new “‘Note- 
Able Notes", as checked below. | understand that we may inspect 


and keep the assortment on regular terms or return it complete 
within 10 days without obligation. 


ASSORTMENT #NA 2160—12 boxes each of six designs, 
72-box total. WHOLESALE PRICE: $21.60 


ASSORTMENT #NA 4320—24 boxes each of six designs, i 





144-box total. WHOLESALE PRICE: $43.20 


YOUR MABE. .ccccccvccnccccccccccccccccceccccccsesone 
TEENY 6 0.0 0s. cop gevccsvccsoussesssesce 
EE noi vcccesscas... 

ADORESS.. ‘ ‘ 
GV...< .ZONE.. STATE . 
aA. eee seas seo BOE ie, ama onan Ce oe 


(“Note-Able Notes” are 
packed 12 notes and 12 
envelopes in a box, and 
retail at 59c—the best 
value on the market!) 











NEW PRODUCTS 


Boxed Notes 

H. George Caspari, Inc., has 
presented two series of boxed 
notes published by the Donald 
Art Company, 125 Spencer Place, 
Mamaroneck, N. Y., which fea- 
ture paintings of modern masters 
from the collection of Mrs. Al- 
bert D. Lasker. 

Twenty paintings were select- 
ed for this publication. Among 
the painters represented are 
Georges Rovalt, Georges Braque, 
Paul Cezanne, Amedio Modig- 
liani, Auguste Renior, Vincent 
Van Gogh and Pablo Picasso. 

Another series of notes in the collection is “Chiang Yee’, a 
collection of paintings on notes of United States scenes such as 
“Skyscrapers Above the Clouds” and “Grand Canyon.” 


(Continued from page 12) 





Surprise Bird 

Wallace Brands Company, 20 Broad- 
way, Toledo, Ohio, announced the ad- 
dition of a new character to its Roofus 
Goofus Surprise Ball family, The Roof- 
us Goofus Surprise Bird. 

The bird is decked in feathers in as- 
sorted pastel colors, topped off with 
bright ribbon bows. Each Surprise Bird 
contains 12 miniature toys, all wound 
in crepe paper. It retails for $1. 





Office Partition 


An office parti- 
tion that was un- 
veiled recently is 
now being marketed 
by Marnay Sales 
and Manufacturing 
Company, 1265 
Broadway, New 
York City. 

Quality construct- 
ed of stretcher level 
steel throughout, 
“Partitioners” are 
100 percent pre-fabricated and need no tools to assemble or re- 
arrange. They are available in 11 stock widths in 39, 54 and 68 
inch heights with Mist Green, Desert Tan or Office Gray baked 
on finish. The panels are sound retardant and are available with 
either clear or fluted glass. Pegboard may be substituted. 


Relief Maps 


Seven earth curved relief 
maps are available from Pan- 
oramic Studios, 6122 N. 21st 
Street, Philadelphia. 

Orginally developed for 
blind children, the maps have 
been tested and approved by 
the Association for Childhood 
Education International, and 

are being used by teachers at 

ae every education level. The 
maps are modelled in tones of ochre, sepia and turquoise and mea- 
sure 23 inches in diameter and six inches in depth. They are 
of washable styrene plastic and retail at $9.95 each. The maps 
include North America, South America, Asia, Africa. “»stralia, 
Europe and North Polar. 
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“Duplisette”’ 

New ready-made _sec- 
ond sheet and carbon sets 
have been released by the 
Carteret Printing Company, 
480 Canal Street, New 
York City. 

Known as “‘Duplisette’’, 
the form is said to elimin- 
ate the clerical time loss 
in inserting, collating, lin- 
ing up, removing and 
storing loose carbon sheets. 

Duplisettes are packaged in three-tone boxes of 500 each and 
may be had in white, canary and pink. 


“Cutup” Cards 


The D. Forer and Company, 246 
West 16th Street, New York City, has 
introduced a new collection of “Cutups” 
greeting cards, 

These humorous cards retail for 25 
cents each and as a special introductory 
offer to new accounts the firm is of- 
fering a sampling of 24 numbers in 
one-half dozen lots at the wholesale 
price of $18. 


Gift Wrap Deal 

A new everyday gift wrap 
deal has been announced by 
Ben-Mont Papers, Inc., Ben- 
nington, Vt. 

The package includes the 
self service display fixture in 
less than two feet of counter 
space. The fixture comes with 
six divider index cards and 
32 dozen assorted 15-cent 
everyday gift wraps. There are twelve 25-fold compartments made 
of rustproof metal finished in hammertone silver. Deal E-1 sells 
to the retailer for $42.16. 


Duplicating Ink 

A new duplicating ink is being 
produced by the Milo Harding Com- 
pany, Monterey Park, Calif. 

It's not oil and is not water soluble. 
It is said to have all the good qualities 
of fine quick-drying inks. Tempo 7900 
Tea is a hard-set ink and is self-cleaning 

* while in a file folder or between papers. 





7900 










Amfile Desk Sorters 

Several larger models have been added 
to the Amfile desk sorter line by the Am- 
berg File & Index Company, Kankakee, 
Ill. 

New models are now available with 50, 
75 and 100 dividers in two types — for 
letters or for cards and checks. Desk sor- 
ters are used for sorting papers in prepara- 
tion for filing, posting, mailing and other 
office procedures. 
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Self Measuring 


DIVIDER 


Divides any fractional 
space up to 1 inch 








Watch sales rise when you show your customers this new C-THRU 
Divider. Simply set movable arm to any fraction desired . . . 
and similar spaces can be rapidly pointed off. 

6 instantaneously visible scales, 1/10”, 1/64”, 1/32”, 1/16”, 
1/8” and millimeter. Has 3 inch ruler on side. Fabricated of sturdy 
transparent plastic with accurate, sharply defined calibrations. 








ORDER NOW! Send for FREE Catalog 


RULES @ TRIANGLES @ NAVIGATIONAL INSTRUMENTS © STENCILS @ PROTRACTORS @ OTHER DEVICES 





f 


eZ, lingliiiy 


HARTFORD CONN U 











U.S. Pat. 2,677,376 kes 


ZIPPER POCKETS FOR RING BINDERS 


Practical carry-all envelopes. Sturdy Vinylite with 
welded seams & free-sliding Flexi-Grip zipper. Dust- 
proof, waterproof. Asst’d colored and clear zippers. 
For professional people, students, sal , homes & 
offices, Carry pencils, stamps, papers, etc., etc. 





STYLE #51 — $2.52/Doz. STYLE #52 — $3.60/Doz. 

9x6"' fits all binders incl. T1Yax9"" takes 11x82" in- 
i. 11x8¥2"*. 3 doz/carton, wt. serts. Packed 3 doz/carton, 
ol 21/2 Ibs. wt. 32 Ibs. 


Extra quantity discount: 5% on 6 doz., 10% on 12 doz. 


a Catalogue of 28 fast-selling specialties 
| available. Call your jobber, or write: 


]\, ANGLER’s PRODUCTS Co. 





Flushing 58, N. Y. 








| 
| 
} 
| 








SO EASY! ...SO PROFITABLE! to sell 
the world’s finest MARKING DEVICES... 
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This exaggerates 


the outward exuberance 
of a satisfied dealer... 

yet this feeling of satisfaction is 
with everyone who handles 


“THE CROWN LINE”. 





You will be proud, too, when you select your 
CROWN PRODUCTS... truly the industry’s 
prestige line of THE FINEST MARKING 
DEVICES EVER MADE. For that EXTRA QUALITY 
... ECONOMY... EFFICIENCY ... FASTER 
DELIVERY ...insist on the best 
“THE CROWN LINE”. 


R. A. STEWART AND COMPANY, INC. 
80 Duane Street « New York 7, New York 


L.E.B. BINDER CLIPS 


now available in 
self-selling display 


NEW PRODUCTS..... 
Novelty Sun Glasses 





Juvenile sun glasses based on the 
Walt Disney characters have been ft, 
introduced by Comptone Company 
Ltd., 1239 Broadway, New York 
City. ~ 

Heads of Mickey Mouse, Donald 
Duck, Pluto, Goofy and Dopey ap. 
pear on the bridge of framed glasses 
while drawings of the characters ap. 


* Muir PURP OSs 











Tests prove that 
the new L.E.B. mer- 
chandiser is one of the best “silent 
salesmen” ever placed on the 
counter. Remember — the L.E.B. is 
the original — the better clip: 


e made of tempered spring steel 
e handles can be swung 
out of the way 
e or handles can be removed 
e available in standard black 
finish or new, high-finish chrome 


Everybody’s a prospect 


Yes, every person who enters your 
store could use an L.E.B. clip. The 
list at the right shows only a few 
uses. There are scores of others. 


A Compact Unit 


As illustrated, the new display 
holds 3 individual cartons, each 
containing one size, as follows: 


One gross No. 2 %" wide 
Four dozen No.5 4%" wide 
One dozen No. 10 2” wide 


Refills are available in these carton units. 


For additional information including 
prices and samples write to Cushman 
& Denison Mfg. Co., Department T, 
153 West 23rd St., New York 11, .N. Y. 


A CADO PRODUCT 











BINDER FOLDER 


LOOSE LEAF 
BINDING 


IK, 


= 
DRAWING PADS 


COAT HANGER 


ALL-PURPOSE 
CLAMP 


\ 





EMPLOYEES’ 
BADGES 












~ 


SUN VISOR 


BINDER CLIPS 


Visit us at the Wholesale Stationers’ Convention 





pear on 


39 cents. 





Jiffy “Vanity” 


Campro Sales 
Company, 1300 
Fourth Street S. W., 
Canton, Ohio, has 
marketed a ‘‘Vanity” 
cabinet with a 
divided tray for 
pins, tacks, etc. and 
a bottom drawer for stationery. 


glasses. T 


the edges of frameless 
he items sell from 29 to 


The sun glasses have 


guaranteed Pro-Lite safe lenses and 
are shatterproof for safety. 





It is made of black wrought metal frame with the cabinet 


molded in pink or turquoise. It also 
prevent scratching of desks and tables. 
$4.95. 


““Mono-Aisle” 


Pasar ayy 





mounted on sealed, precision bearin; 


has rubber tipped feet to 
The retail price is about 


A new type of file and 
storage equipment called 
‘“‘Mono-Aisle” has been an- 
nounced by the Sedgwick 
Equipment Corporation, 
259 West 14th Street, 
New York City. 


“Mono-Aisle’’ _ consists 
of mobile shelf storage 
ctions or file cabinets 


hat run on steel tracks, 


It is available in seven standard models. 


Numbering Machine 


A new six-wheel, five-action, self-inking 
numbering machine has been introduced by 
the Reiner Numbering Machine Company, 


326 Jackson Street, San Francisco. 


Model 170 provides six-digit numbering, 


3/16 inch figures, repeat, consecutive, 


plicate, triplicate and quadruplicate actions. 
It also has a self-releasing catch, graduated 


gauge plate and is fully guaranteed. 


“Miracle Multiplier” 


du- 





The Burroughs Corporation, 6071 Second Avenue, Detroit, 
has announced a new “Miracle Multiplier’ billing machine. 


The machine can print both price 
side by side, simultaneously with one 
the ability to handle prices of 
“thousands.” 


and amount on an invoice, 
key depression. It also has 
“each,” “hundreds,” and 
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personal file 


have 


=s and 


, almost everybody goes for ball 

point writing. Almost everybody is do- | 
ing more and more ball point erasing! | 
It takes erasers of special texture and | 
skilled manufacture to cleanly erase ball | 
point ink and ball point lead. Wel- | 
don Roberts has "em—originated ‘em— | 
THE MOST OF THE BEST... | 
BRAND NEW! 


REAP THE BENEFITS OF SENSA- 


EFFICIENCY 
EXPERTS” 





cabinet TIONAL BALL POINT SALES WITH | 
feet to THESE SUPER-SELLING WELDON | wece caver 
s about ROBERTS BALL POINT ERASERS. | piiniiiaeitmaiia 
STYLES & SIZES FOR ALL BALL n both toler ens 
POINT USERS! —_— stationery holder 
file and All the same soft green color : 
t called The Jayem Line opens new horizons in 
been an- BALL POINT JET. NO. 838, | th 
‘ = . . ’ e r@) 
ed gwick WITH POCKET CLIP, NO. | flice field. Lets the sales gold flow 
poration, 8380 WITH WHISK BRUSH. in from all directi 
Street, Ball point eraser in stick form, all directions. 
in coger ig transparent plastic 
consists holder. A sensationally popular T r 
storage novelty yoy ~~ poorly | he trend towards flexible Office layout 
Fipese cs ae ae ie | makes Jayem units the “help wanted” 
a traces, refill profits, too. (No. 838R) | , P wanted 
ine you want. Suppli . 
. es 
138 PAPER-WRAPPED BALL rine Pples storage, filing 
POINT “ERASER-PENCIL”. Convenient and efficient-aides. .. f 
pull-string peels off paper spiral wrap for -- tor every modern 
easy pointing. ATTRACTIVE DISPLAY Office and for every cluttered 
one. 


PACKING—one display holding a dozen 
138 Ball Point Paper-Pencil Erasers in- 


cluded in each 1/ gross carton. Tap the new trend towards small 
er, 
BALL POINT NO. 
38. Handy elliptic compact office helpers. Jayems are just 
a. — marvel S y 
ts the fingers. etous. Stock ” 
Packed in attractive k’em. Watch ‘em move. 


display box, 2 doz- 
en to the box. 





Write for catalog 
and prices 


JAYEM 


ORDER TODAY! 


WELDON ROBERTS RUBBER CO. 
365 Sixth Avenue, Newark 7, N. J. 
World’s Foremost Eraser Specialists 
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e, Detroit, 
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oe | Z SALES CORPORATION 
It also has 
eds,” and | 31 Coffey Street 
STEEL Brooklyn 31, N. Y. 
| OFFICE PERSONAL FILES * SPACE SAVERS 











































QUICK SERVICE 


I 


PROMOTES MORE 
GIFT SALES 


the A7éngsley machine imprints . . . 

Writing Papers * Book Matches * Xmas Cards 
Leather Goods * Paper Napkins * Lead Pencils 
Fountain Pens * Gift Items * Playing Cards 


Wektmiilialticomelhameciale)®)olsamaclimmcne ih 


iveleh am ieMCMm 2-1-1 mielmilelleleieeiuiuliale| 


With a Kingsley Mact 


own store you get the customers who 


ne right in your 


raelammel-tmelUlia @tt-18 71am) yanl-e- 


That is why over 26,000 retailers who 
own Kingsley Machines say: ‘'It’s the 


best investment we ever made.”’ 


You get the benefit of their experience 


in our free booklet, ‘The Kingsley Plan.’ 




















Kingsley 


WCRLD‘S FINEST . 
MONOGRAMMING MACHINE 








PLEASE SEND THE “KINGSLEY PLAN” 
AND CATALOG OF KINGSLEY MACHINES 


KINGSLEY STAMPING MACHINE COMPANY 
850-D CAHUENGA BLVD., HOLLYWOOD 38, CALIF. 

























NAME 
For full 

ADDRESS 
details... 
Mail this 





Coupon NOW 
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NEW PRODUCTS ....... 


Regna Cash Register 


Regna Cash Registers, Inc., 175 Fifth 
Avenue, New York City, has introduced 
a new itemizing cash register 

The new unit is also an adding 
machine and a simplified bookkeeping 
machine. The sale total and grand total 
are automatically registered and recorded 
so that total receipts can be instantly 


ao 
7 
os 
ow 
os 
- 





checked at any time. 


Casual Cards 


The Oz Corporation, 213 Greene Street, New York City, has 


announced an addition to the Cardlines roster 





Robinson Reminder 


Robinson Reminders, Inc., Westfield, 
Mass., has introduced a new reminder 
with a roomy billfold and coin purse 
for women. 

A pass case and penal are added 
features to the reminder. Numbers in 
gold and silver are shown with four 
new carioca colors in the Spanish shades, 
The bill purse sells for $4.95 and 
$2.95. 


— Casual Cards. 


Cardlines now distributes Ox greeting cards, Cato Cards of 
Chicago and the Four Seasons Cards. 


New Crepe Paper 





Dennison Manufacturing Com- 
pany, Framingham, Mass., has 
developed a new combination of 
strength, color brilliance and 
safety for crepe paper. 

New “Dennison Crepe Paper- 
Flameproof"’ is offered in regular 
prices in 7! foot folds in all 
popular colors. It is designed to 
satisfy the requirements now be 
ing met by ‘Brunswick’, ‘‘Mazrl- 
boro”’ and ‘Flameproof”’ brands. 

Dennison Verybest Craft Crepe 
will continue to be offered to 


meet deluxe demand for special craft projects and flower making. 


Larger File Caddy 

Amberg File and Index Company, 
Kankakee, IIl., announced the addi- 
tion of a new and slightly larger 
file caddy, Model 417, to accom- 
modate portable filing of legal size 


papers. 
It has a height of 


and is made of Hammerloid steel 
with sliding top and protective lock. 
















261 inches 


MODERN STATIONER, FEBRUARY, 1956 





=~ SY, 











stfield, 
ninder 
purse 


added 
ers in 
» four 
shades, 
5 and 


x Com- 
;.. oa 
tion of 
e and 


Paper- 
regular 
in all 
rned to 
OW be- 
“Mazrl- 
brands. 
t Crepe 
ered to 
making. 











let This Shield 
Be Your Guide To Fine Quality. 


Newly Designed —— Highly Styled 


CARD PLAYING ACCESSORIES 
and PARTY GOODS 


More than 25 years of experience 
proves the quality behind these new, 








popular-priced items. 


WRITE TODAY — See our completely new 
illustrated catalog. 


* 
Visit us at the 


NEW YORK GIFT SHOW 
Room 982, Hotel New Yorker 
FEBRUARY 26 — MARCH 2 


>, slllae 


and ASSOCIATES, Inc. 
40 W. THIRD AVE. COLUMBUS 1, OHIO 





The Office Aid Most Asked 
for by Secretaries & 
Bookkeepers — 


X& Moistens Labels up to 414” 
widel 

%& Moistens Envelopes Fast & 
Securely! 

% Moistens Stamps! 

% Works at High Speed! 

%& Sturdy, heavy construction— 
no intricate parts to get 
out of order! 


GLUE-FAST EQUIPMENT COMPANY, Inc. 





with the HANDY | 


Glue-Fast! 
MOISTENER! 


Glue-Fast Moisteners really | 
work — and that’s one reason 
why they’re becoming 
America’s fastest selling office | 
moistener! When you sell | 
GLUE-FAST you’re selling a 
quality product — quolity 
made and proven by | 

actual experience the | 

best on the market! | 


NEW JUVENILE 
BIRTHDAY ENSEMBLE 
WINS NEW CUSTOMERS 


> Just one of six complete birthday 

ensembles in the Paper Art line. “Chocolate 

Soda” is an exciting new design that attracts customers and builds sales. 
It's complete with matching luncheon napkins, table covers and luncheon 
plates. 


> It'll pay you to “go” Paper Art. It’s the most complete ensemble line 
in the quality paper party goods 
market today! Send coupon now! 


DON'T DELAY! © 


Write now for complete profit: | 
making details of GLUE-FAST | 
MOISTENERS! 


3500 North Arlington Avenue, Indi 





P 


@ Please send us your new 1956 Catalog and Order Blank 
Store Name.____... sciatica asi apatsiaailalad 


ES EE SO ee aT on mee 
Manufacturers of 


label gluers and liquid glues 
for every purpose. 
































OUTSIDE SELLING... 
(Continued from page 24) 

eight tape recorders at all times in the 
photo department. They range in price 
from $99 to $600 with the emphasis 
on high-fidelity, beautifully designed 
“professional quality’ sets. One win- 
dow display in the store is always 
devoted to tape records. Posters in- 
dividuaily list top classical music 
available on tape, and promote the ad- 
vantages of these records. 

The store extends lenient credit 
also, making the tape recorder sale a 
relatively “‘painless’’ purchase for the 
customer. Two credit systems are of- 
fered. One calls for 20 percent down 
and the remainder over a 12 month 
period at 6 percent interest. The other 
provides for 90-day accounts with no 
interest and one third down. 

Brands which the San Antonio store 
carries include Crescent, Wilcox-Gaw, 
V-M, Reviere, Webcor, and the pro- 
ducts of Mohawk Business Machines 
Company. The store has found much 
interest in the pocket-size, battery-op- 
erated tape recorder which makes it 
possible for a salesman or businessman 





to take down “‘audible notes’’ for later 
transcription by secretaries. 

“Something which cannot be dis- 
counted in tape recorder merchandis- 
ing is the fact that few customers 
realize the versatility and usefulness 
of the machine,” Mrs. Krust says. 
“For example, we have found a lot of 
sales develop by encouraging salesmen 
and business executives to install in- 
verters in their automobiles and use 
recorders on the car’s seat. This idea 
has intrigued a lot of businessmen 
who make frequent use of their auto- 
mobiles. 

“We point to its other uses also. 
With a foot switch attached, for in- 
stance, it makes a good dictating ma- 
chine. By adding accessories like loud 
speakers and multiple mixers to per- 
mit the use of several microphones at 
once, the tape recorder can indeed 
become a very useful tool as weil as a 
source of amusement.” 

And, by use of an aggressive “‘out- 
side selling’”’ program built on demon- 
strations the tape recorder can indeed 
become the source of outstanding sales 
volume. 


BOOKLET... 


(Continued from page 26) 

But new employees come from 
many backgrounds and environments, 
They may be instinctively reluctant to 
ask “a lot of questions” for fear of 
appearing not too bright. They hesj. 
tate to insist on getting points clear in 
their own minds for the same reason, 
Many hate to appear overly concerned 
about working conditions or privileges 
for fear management will think that 
is their only interest in a job. 

Information given verbally does 
not always sink in right away, when 
new employees come with pre-con. 
ceived ideas about their jobs. Then 
when they find that things are dif. 
ferent from what they supposed, they 
are embarrassed to ask to have the 
same information repeated again. 

Now they can turn to “the book” 
whenever in doubt, and nobody will 
be the wiser but themselves! That's 
where Miller's new booklet really pays 
off! 



























Indispensable reference 
and purchasing guide: 
Jf Artists Supplies 

fy Drafting Materials 

7 * Papers, Boards, Pads 

* Drawing Instruments 

* Airbrushes & Compressors 

* Craft Materials & Plastics 

* Picture Frames 


* and hundreds of other 
essential art materials 


Write immediately on your 
company letterhead —you'll 
receive this valuable catalog 
by return mailat nocharge. 


wow |! 


prime prospect... 


and— 


« modern 





Champion Portable! 
All Boston 





Millions of modern desks—and each one a 
beca 


. . . business approves the simple “‘feed it 
hold it—turn it’? sharpening technique, 


what a 
market! 






+ no fall-out of pencil shavings 

all-metal construction on rubber 
ee : 

¢ balanced-tension automatic feed and stop 

Hitch on to a selling star—the Boston 








Originators ; 






FINE ACCESSORIES FOR FINE DESKS 





















CANADA 





and Designers 
of Complete 
Line of 


Write for 
FREE Catalog 


% 


This desk set retails for approximately $15. 


REDI-RECORD PRODUCTS CO. 3! West?! 5 


New York 10, N. Y. 














Well-established Canadian wholesale stationer would 
like to obtain lines on an exclusive distribution 
basis. Has own warehouse and shipping facilities. 
Sales force covers Canada from coast to coast— 
| large Cities to rural areas—chain, variety, gift, drug 
and department stores. 

Can furnish references from Firms already repre- 
sented. 


Box 57, Modern Stationer, 405 East Superior 
Street, Duluth, Minnesota. 
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The dates listed here may be of interest because they are a reminder of a specific 
event or because they suggest promotional tie-ins for stationers for sales, store events 


or window displays for the period covered. 


Feb. 19, 20, 21 — St. Louis Gift Show, 
Statler Hotel, St. Louis, Mo. 

Feb. 19-22 — Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 

Feb. 19-25 — Catholic Book Week. 

Feb. 19-25 — National Advertising Week. 

Feb. 19-26 — Brotherhood Week. 

Feb. 22 — George Washington's Birthday. 

Feb. 22-March 2 — British Industries 
Fairs, Earls Court, London. 

Feb. 26-28 — Omaha Midwest Gift Show, 
Paxton Hotel, Omaha. 

Feb. 26-March 2 — New York Gift 
Show, Hotel New York and New York 
Trade Show Building. 

Feb. 28, 29 — Annual Chicago World 


Trade Conference, Morrison Hotel, 
Chicago. 
March 1-5 — Wholesale Stationers’ As- 
sociation Convention, Drake Hotel, 
Chicago. 


March 1-31 — National Home Improve- 
ment Month. 
March 3-5 — National Office Furniture 


Association Convention — Exhibit, Kiel 
Auditorium, St. Louis, Mo. 
March 4-7 — Denver Gift & Jewelry 


Show, Hotel Albany, Denver. 

March 4-10 — National Save Your Vision 
Week. 

March 5 — President's Day. 

March 5-9 — Boston Gift Show, Hotel 
Statler, Boston. 

March 5-10 — National Smile Week. 

March 10-April 10 — Easter Seal Appeal. 

March 11-13 — Kansas City Gift Show, 
Continental Hotel, Kansas City, Mo. 

March 11-17 — Girl Scout Week. 

March 11-18 — Camp Fire Girls Week. 

March 15 — Andrew Jackson's Birthday. 

March 16-23 — Jewish Youth Week. 

March 17 — St. Patrick’s Day. 

March 18-21 — Philadelphia Gift Show, 
Hotel Benjamin Franklin. 

March 20 — Red Cross Sunday. 

March 25 — Palm Sunday. 

March 30 — Good Friday. 

April 1 — Easter Sunday. 

April 1-7 — National Arts and Crafts 
Week. 


April 1-7 — National Conservation Week. 
April 1-30 — America’s Heartland De- 


velopment Month. 
April 1-30 — Cancer Control Month. 
April 1-30 — National Hobby Month. 


April 2-8 — National Boys’ Club Week. 
April 5,6,7 — NSOEA-District 4 Meet- 
ing, The Roney Plaza, Miami Beach Fla. 
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April 6 — Army Day. 

April 8 — National Mother-In-Law-Day. 

April 8-14 — Pan American Week. 

April 8-15 — National Model Building 
Week. 

April 8-16 — American Comedy Week. 

April 9-12 — Packaging Week. 

April 9-15 National Sunday 
Week. 

April 13 — National Fun Day. 


School 


April 13 — Thomas Jefferson’s Birthday. 

April 14 — Pan American Day. 

April 15-21 — Classified Brand Names 
Week. 


April 16-22 — National Coin Week. 
April 16-23 — National Do-It-Yourself 


Week. 

April 16-23 — Passover. Religious (Jew- 
ish). 

April 18 — Brand Names Day. 


April 19 — Patriot's Day. 
April 19, 20 — NSOEA District 8 Meet- 
ing, Hotel Fontenelle, Omaha, Neb. 
April 22 — Meet Your Obligation Sunday. 
April 22-28 — National Secretaries Week. 
April 22-28 — United States-Canada Good 
Will Week. 
April 24-30 
Week. 
April 25 — National Social Hygiene Day. 
April 26 — Confederate Memorial Day. 
April 27, 28 — NSOEA District 9 Meet- 
ing-Hotel Texas, Fort Worth, Texas. 
April 30, May 1 — NSOEA District 5, 
Netherland Plaza Hotel, Cincinnati. 
May 1 — Child Health Day. 
May 1 — May Day. 
May 3, 4, 5 — NSOEA District 6 Meet- 
ing, Pere Marquette Hotel, Peoria, Ill. 


National Photography 


May 4 — May Fellowship Day. 

May 6 — Humane Sunday. 

May 6 — Rural Life Sunday. 

May 6-12 — Be Kind To Animals Week. 


May 6-12 — Goodwill Week. 

May 6-12 — National and Inter-Ameri- 
can Music Week. 

May 6-13 — National Family Week. 

Mey 7 — National Tax Freedom Holiday. 

May 10 — Confederate Memorial Day. 

May 12-19 — National Luggage & 
Leather Goods Week. 

May 13 — Mother’s Day. 


May 13-18 — New York Stationery Show, 


Hotel New Yorker, New York City. 
May 13-19 — World Trade Week. 


May 14, 15 — NSOEA District 12 Meet- 
ing, Hotel Ahwahnee, Yosemite National 


Park, California. 
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PRESENTING 

a nobody oii 
that 

everybody wants to 

send to somebody 


tw: NEBBISHES 





Cartes 


IM SO SMART 
I MAKE MYSELF SICK 


1 bil 
Mls ya 
Dine, of cory nalts, 
| hou, 


YONKERS, NY. 


catologue 
on request 


<8 











BY 
Ban 


TERRITORIES OPEN 









LITERATURE 


Information on products and services is 
available from the manufacturers. These 
catalogs and pamphlets may be obtained 
without obligation by request from the 
manufacturer. 


A small booklet on “How to Hire 
Office Personnel” is available from the 
MARTIN PUBLISHING COMPANY, P. 
O. Box 2016, San Diego, Calif. 


An illustrated folder on the office 
uses of replaceable-blade knives has 
been put out by X-Acto, 48-41 Van 
Dam Street, Long Island City, N. Y. 


Data on the Meilink “Hercules” 
business machine and typewriter 
stands is available in a catalog released 
by MEILINK STEEL SAFE COMPANY, 
Toledo, Ohio. 


“Things to Make for Fun or Pro- 
fit” is the name of a catalog put out 
by CRAFTPLANS, 1321 South Michigan 
Avenue, Chicago. 


A 16-page booklet showing the uses 
of the Facit ESA-0 Swedish made 
calculator is available from Facit, 404 
Fourth Avenue, New York City. 
ENVELOPE 


NORTHERN STATES 





ComPANyY, St. Paul, Minn. and its 
associate, JUSTRITE ENVELOPE MANU- 
FACTURING COMPANY, Atlanta, Ga., 
announced the release of a new catalog 
No. 457. It shows profit margins on 
every envelope sale and includes final 
retail prices. 


A catalog which has been developed 
as a selling as we!l as a buying guide 
has been released by STEIN BROTHERS 
MANUFACTURING COMPANY, 1401 
West Jackson Boulevard, Chicago, and 
tells facts about /eather and Tufide. 
Merchandising ideas are also included. 


MicHAEL LitH, INc. 145 West 
45th Street, New York City, is dis- 
tributing a new catalog called “Ad- 
vanced Techniques in Offset, Dupli- 
cating Plates and Supplies” and has 
four sections: copy preparation aids, 
platemaking supplies and chemicals, 
bindery aids and press accessories. 


A new 12-page illustrated catalog 
on its line of rubber bands and sta- 
tioners’ items has been issued by the 
B. F. GoopRICH COMPANY Industrial 
Products Division, Sundries Sales De- 
partment, Akron, Ohio. 


A 28-page booklet called “Manual 
of Record Storage Practice’ answers 
questions concerning record retention, 
storage and destruction and is avail- 
able from the Bankers Box Company, 
720 South Dearborn Street, Chicago. 








Order: $3.00. N 





CLASSIFIED ADVERTISEMENTS 


Deadline for classified advertisements is the fifteenth of the month preced- 
ing the month in which the magazine is issued. RATES: 12c a word. Minimum 
ames and address are to be included in the count. Initials or 
sets of tigures are to be counted as one word. 








HELP WANTED 





DEALERS WANTED - Billbooks, business 
forms, envelopes. Modern, Box 502, Great 
Neck, N. Y. Free Catalog. tf 


GOOD TERRITORIES OPEN 
Salesman wanted for well-known studio 
Christmas Cards, English leather diaries, 
5 special Scrabble games and perhaps 
gift stationery for Colo., Wyo., Utah, 
Mont., N. and S. Dak., Neb., Kan.. Iowa. 
Ark., La., Va., W. Va., and western Pa. 
Liberal Commissions; full support and 
protection. Box 67. Modern Stationer, 405 
East Superior Street, Duluth 2, Minn. 2-56 


Manufacturer’s Representative wanted 
for top line of ow aig and gift leather 
oods. Experienced. avel mid-West. 
iberal Commission with exclusive terri- 
tory. Home Leather Products, 23 East 21 
Street, New York 10, N. Y. 2-56 











Salesman or manufacturers representa- 
tive for Mid Western Territory to sell 
our Royal Brand line of Adult Games. 
Write in Detail. Box 66, Modern Stationer, 
405 East Superior Street, Duluth 2, 
Minnesota. 2-56 
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Young man — 25-45. Excellent oppor- 
tunity for conscientious person to work 
in Office Supply Store. Splendid chance 
for right person. Starting Salary $90 per 
week. Apply — The Book Mart, 6th and 
Court Streets, Reading, Pa. Phone — 
4-3137. 2-56 


MANUFACTURER'S REPRESENTATIVE 
wanted to represent nationaiy sold puat- 
ented zipper ring binders, portfolios, and 
briet bags. Exclusive territories avai:- 
able. Commission. Give details. Reuben 
Co., Box 31, 555 W. Jackson Blvd., Chi- 
cago 6, II. t-f 




















POSITION WANTED 





SERVICES OFFERED 
WINDOW TRIMMER. Make your win- 
dows pay. Attractive displays. Alvin Poll, 
166-05 89th Ave., Jamaica, N. Y. Phone 
O.ympia 7-5114. 3-56 





Greeting card representative, New York 
Metropolitan area, seeks additional line 
cards, stationery or gift item. Box 65, 
Modern _ Stationer, 405 East Superior 
Street, Duluth 2, Minnesota. 2-56 
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Your customers can’t resist 
this offer. Somewhere, some 
place, everyone has a 
beat-up old ball-point pen. 
2% It’s worth a dollar to them 
— as trade-in on a new $2.95 
tf Chrome Cap Waterman 
iN WATE RMAN 5 Sapphire, the pen that 
writes with a jeweled point. 
You get your full profit, 


$]00 TRAD t j N as we pay the trade-in 
ee ee allowance, 
Ly The plan works like a 
soseeeeeey fi D FAL charm, Already tested in 
onl fry selected markets, it has 
, caused virtual stampedes 
a h at the pen counters, 


‘uring 


“> | is bringing 





This is no price-cutting 
program, We’re paying the 
them trade-in allowance to better 
introduce this wonderful 
out of jeweled point pen to more 
people. Once tried, they’ll 
the never go back to any other 


2 ball pen. 


srated.4l 
Only Waterman Franchise 
dealers are eligible for this 
deal, so if you’re not in 
that select circle, get in 
touch with your Waterman 
representative right now. 


Waterman Pen Co., Inc. 
Seymour, Conn. 


You receive your supply of 
Waterman Sapphires in this 
attractive counter display 
stand—packed in 1 doz. lots. 


Please have your representative call. | want to know 
all about your $1.00 trade-in deal. 





Name 





ly 
OQ Oz 


WATERMAN PEN COMPANY, INC., Seymour, Connecticut 


Name of Store 





Address 





Zone___State. 





eine 


cc 
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the most complete line of carbon papers and inked 
ribbons. Manufactured under the careful analyza- 
tion of electronic and other quality-control devices 
- - - AND - - - packaged in the new “SELL-POWER” 
packages, all M & V products guarantee greater 
profits through greater sales through greater cus- 
tomer satisfaction. 


M&V MEANS MORE VALUE 








